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preparing 
art for 


SLIDES | 






For helpful hints, friendly suggestions.or tech- 
nical advice...that can save you time, avoid 
errors or help you get the kind of reproduction 
you want, just call JUdson 2-1396. You’ll be 
talking to Admaster, America’s headquarters for 
slide know-how and reproduction facilities. Any 
size or type slide...color or black & white... 
one-of.a-kind. or Jarge.runs ... Admaster can do 
the job right. Tough deadline? Admaster offers 
SAME DAYSERVICE on all types of slides . . 
including color!\As long as it has something to 
do with a slide, give us a call ... anytime. 











Will Slocum has all the self-assurance of a bomber pilot, 
which he was during World War II, when he served 
with the 15th Air Force. He learned his profession 
mostly at the Chicago Art Institute and has worked in 


. Detroit art studios. A native Detroiter, he now lives in 


WILL SLOCUM... 


Westwood Village, north of the city. He is married, 
has three children. Spends as much time as he can at 
painting, furniture refinishing and golf. 


in whom we have great pride! 


It is easy to understand why Will Slocum enjoys 
the pleasant distinction of being one of Detroit’s 
busiest illustrators. He has the ability, as an artist, 
to tackle any sort of assignment . . . and from 
start to finish he is solidly right. His pictorial 
concept is always excitingly interesting and it is 
executed with a sensitive feeling for the mood of 
the picture. He is an excellent draftsman with a 
capacity for handling all mediums with comparative ° 
ease. Will Slocum has been a valuable addition 

to the illustration staff at McNamara Brothers, Inc. 
Those clients who use him are sold on him. 

You will be, too! 

And, incidentally, it couldn’t happen to a nicer guy. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Bldg. 
Detroit 26, Michigan 

WOodward 1-9190 


Largest supplier of art to the transportation industry 
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.»- are we talking down too much? 


Record crowds are pouring into the Museum of Modern 
Art, record prices are being paid for art masterpieces and 
for abstract-expressionist paintings. In every U.S. city 
people are being exposed to more and more contemporary 
architecture. Product design and increasingly good packag- 
ing design are affecting the taste level of the mass market. 

Why then are we, or our clients, so timid about using 
contemporary design and contemporary art in our adver- 
tising? This issue was at the core of a discussion at a recent 
luncheon at the ADC in New York. Speaker Ed Graham 
compared European poster art to American poster art, sug- 
gested that perhaps we underestimate the art-level of our 
market. Where American poster art is inspired by swipe 
files (old AD annuals) European commercial art is often 
inspired by fine art. 

In view of the mass market exposure to so much fine art 
through the pages of Life, for example, and their measured 
reaction in museum attendances, perhaps it’s time we (and 
our clients), stopped talking down. 

Sometimes ADs and designers are criticized for working 
too subjectively, for imposing their own personal tastes on 
an unappreciative audience. 

Perhaps there’s some truth in this, and at the same time 
some truth in the exact opposite. Because this is a period 
of transition. Just as the huge lower class has almost dis- 
appeared as a market—as the so-called lower class has largely 
become middle class—just as more people have more money 
to spend on wants instead of needs, so also have taste-levels 
changed. The cultural lag between having more money and 
buying with taste is not an endless process. 

While you can’t precisely measure this sort of thing, you 
can sense it, react to it and fight those who still think of 
the mass market as having a 12-year-old mentality and taste 


level. * 
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NOBODY, BUT NOBODY GETS TESTIMONIALS LIKE 


iM eEmeSTrTA LE 


Batten, Barton, Durstine & Osborn, Inc. 


Pittsburgh. Pa. 

“We just received the pictures of Roto-Rooter for United States Steel. Very frankly, the art director 
on this account and | were ready to take bets that you couldn’t produce the photograph in the 
impossible length of time we requested. | gave the picture to Paul (the art director) and we both 
shook our heads, and | sat down to write this letter to you because we are both grateful that you 
could give us such crackling service when we needed it so badly.” 


— DAVID BARBOUR, ACCOUNT EXECUTIVE 


Ketchum, MacLeod & Grove, Inc. 


Pittsburgh, Pa. 

“It was a wonderful story, and the pictures were just what we wanted. National Supply is 
delighted. No one has ever come up with anywhere near as thorough a job in their history .. . 
and that dates back to 1825 A.D.” — CHARLES LITTLE, ACCOUNT EXECUTIVE 


General Mills. Ine. 


\ 
\ 


Cincinnati, Ohio 
“Interstate has provided us with a higher percentage of usable advertising and editorial photog- 
raphy and case history material than any other previous source in the 76-year history of our com- 


pany.” WILLIAM A. BRAMLAGE, ADVERTISING AND SALES PROMOTION MANAGER 


MANITOWOC ENGINEERING CORP. 


DESIGNERS AND BUILDERS OF SPEEOCRANES * SPEEBSHWOVELS * SPEED DRAGLINES 
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INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


EXECUTIVE OFFICES: 675 FIFTH AVE... NEW YORK 22, N.Y., MURRAY HILL 8-1880 
MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST., CHICAGO II, ILL.. MICHIGAN 2-0080 
WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST.. SAN FRANCISCO II, CAL., GARFIELD 1-1987 
DISTRICT OFFICES: PARK AVENUE BLDG., N. W. COR. PARK & ADAMS AVES., DETROIT 26, MICH.. WOODWARD 1-6900 
B. F, JONES BLOG. ANNEX, 31! ROSS ST., PITTSBURGH 19, PA.. COURT 1-2980 
3839 WILSHIRE BLVD., LOS ANGELES 5. CAL., DUNKIRK 5-716! 


ALEXANDER ROBERTS: PRESIDENT ano GENERAL MANAGER 





















SAUL 
A 


states, “We selected 


Lucygraf for our studio. 
It has a bright, 
image and is fast operat- 
ing. A valuable asset to 
our office”’ 


sharp 





NEWne | 


EXCLUSIVE QUALITY FEATURES | 

1. HOOD: Grey vinyl, removable. 

2. LID: Fits flush, piano hinge. 

3. FOCAL PLATE: 18” x 24”. 

4. LIGHT SWITCH: 110 AC 

5. BELLOWS: Heavy duty rollaway. 

6.CABLE CONTROLS: Of vinyl 
covered steel strand. Direct-drive 
focusing provides absolute tuning 
in a fraction of the time required 
by crank types. 

7. CALIBRATED PANEL: Of white 
Formica indicates settings clearly 
and accurately. 

8. LENS: Wollensak Raptar F4.5-32. 
Enlarges and reduces over 400%. 

9. LIGHTS: Two 300 watt standard 
bulbs in swivel mounts provide 
brilliant image on tracing paper 
or two-ply Strathmore! (No hand 
shadow.) 

10. COPY BOARD: 17” x 23” (Handles 
a full size newspaper page.) 
11. CABINET : Rugged heavy ply con- - 


struction beautifully finished in 
neutral beige. 


DIMENSIONS: 42” stand up height 
to focal plate. Floor area approx. 
26” x 24”. 


MONEY BACK GUARANTEE 


This low price is only possible 
because you are buying direct... 
without a demonstration. However, 
if you are not completely satisfied 
with your Lucygraf, notify Lucygraf 
Mfg. Co. within ten days of receipt 
of your unit and full price will be 
promptly refunded upon return of 
unit, prepaid. 
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COMPLETE WITH LENS 
AND HOOD ... READY 


TO OPERATE 
*Limited offer 


BUY DIRECT FROM LUCYGRAF ! 


Here is the luci that out-performs them all! We 
can confidently say, no other unit operates so 
easily and efficiently ... gives a clearer, sharper 
image, or offers such big production capacity in 
so small a space. Utilizing a new design concept 
that is completely trouble-free, vinyl covered 
“direct-drive” steel cable controls and clear 
visual calibrations make possible instantaneous, 
no drift focus at every setting. Nothing loose or 
dangling to break or get out of adjustment. 
LUCYGRAF will provide convenience and 
accuracy in your work and save many hours. 
Now, every Illustrator, Designer and art pro- 
duction department can afford this fine luci at 
this direct-sell price. 


HOW TO ORDER 






FULL PAYMENT with order ($198.00)... 
Shipped prepaid (U.S.A. only) 
PAYMENT PLAN . . . $100.00 payment with order. 


Balance in two equal monthly payments (60 days). 


Send Bank Reference... shinoed F.0.B. Los Angeles 


In California ... Add 4% Sales Tax 


LUCYGRAF Manufacturing Co., 1929 N. Hillhurst Ave., Los Angeles 27, California 











business briefs 


Three business indicators especially meaningful 
to the commercial art field point to a big 
year in ’59. 

1. Ad budgets are reportedly increased 
by the majority of advertisers. 

2. Linage commitments to the big 
magazines indicate the big budgets are 
materializing into expenditures (unlike 
a year ago). 

§. Studio billings (surveyed by CAM 
Report) picked up dramatically at the 
end of 1958. After fluctuating for most 
of the year just a few percentage points 
below the 1957 monthly average, billings 
shot 16% ahead of '57 in October, 20% 
ahead in November, also an indication 
that the big budgets for 59 are coming 
to life. 

Government data and McCann-Erickson re- 
search (the latter reported in Printers 
Ink) predict total ad expenditures will 
reach $10.6-$10.7 billion this year. The 
PI figure is the more conservative of 
the two, but it is offered as a minimum, 
with a suggested possible total of $11 
billion. Even if only $10.6 is reached it 
would be a record year and a 414% gain 
over '58. 

Even economic weak spots seem strong now 
—automobiles and steel. Big worry of 
administration is still inflation though 
little of this appears in the press. Gov- 
ernment data predicts inflation should 
be held in check, or at least to a 1% 
rise in cost of living 


Gross National Product, one of the chief indices 
of business activity reported by the Fed- 
eral Reserve System, hit an annual rate 
of $439 billion in the third quarter of 
‘58, is expected to reach rate of $465 
billion by many (Fortuné magazine sees 
it reaching $500 billion in ’59). Also on 
upswing at year’s end: personal income 
and personal savings. Consumer prices 
were stable. Employment was down sea- 
sonally in winter, with some of drop ex- 
plained by extra cold weather cutting 
down outside work. During this period 
factory employment and earnings in- 
creased little. 

On the whole, ’59 is shaping up as a 
big if not a boom year in advertising 
and ad art, but, as has been true for the 
past few years,-even though total ex- 
penditures are growing, more talent and 
more services are cutting up the ever 
growing pie. 

1958 magazine linage figures show an 
enormous drop from 1957. It’s a wonder, 
now that we have the totals, that the art 
business wasn’t harder hit. * 
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HOW THE FLEXICHROME PROCESS WORKS FOR YOU...CASE #3 


i'sa 
Natural 
aX, eaiJuotones 





FLEXICHROME is the ideal process for pro- 


ducing fine duotones from black and white 





’ or color originals. 


@ It takes out the guesswork. 
e Any two colors can be combined. 
@ Balance of the two colors can be controlled. 


e Swatches or process inks can be matched 


accurately. 
@ Retouching may be done at the same time. 


® Quality reproductions result. 


THIS COOPERATIVE ADVERTISEMENT IS SPONSORED BY 


ARCHER AMES ASSOCIATES FRANK A. EBOLI KLINGMAN AND SCHROEDER TECH PHOTOLABS 
, CARLSON AND FORINO ALFRED EDLER FRANK E. LARSON VANCAR STUDIOS 

HELEN A. DAVIS STUDIO HERSH MASTRO STUDIO __LIPPKE-KRUGER STUDIO FRANK VAN STEEN 

SIDNEY DRU KURSHAN AND LANG STEPHEN RANDOCK - WECO STUDIO 


PAUL DZURELLA COLOR SERVICE INC. - JUD REAMY STUDIO LEE B. WILSON 
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' Rapid Art Service, 


ART STUDIO -s« 


PEPE & LETTERPRESS ° 


2 © 9S) OS |S OB OD. 





MU 3-8215? 


BINDERS & BOX EASELS 





The NEW paste-up color acetate sheets in 
cS iclaleleiae mel OM ital 


CaiolTak 


OLOR-DOT 


Celor-Dot has been created for use in layouts, com- 
es and finished art. It is ideal for ail types of 
S, PACKAGE DESIGNS, VISUAL AIDS, CHARTS, 





screen tones. 






























68 DIFFERENT TRANSPARENT ACETATE SHEETS comprised 
15 different colors. All printed in standard 60 line screens 
th 15, 30, 60, and 100% tones. Colors you know the 
can match. All colors matched to standard printing 
ing the colors recommended by THE AMERICAN 
ER PUBLISHERS ASSOCIATION and THE AMERI- 
SSOCIATION OF ADVERTISING AGENCIES ROP inks. 


CELLOsTAK. CAN BE USED TO CREATE 
ED ART FOR 1, 2, 3 
PROCESS. 


-Dot overlays, you can prepare 
the same color in which it is to be 
exactly as it appears in the 
c ay is already in a dot 
in line cut. By using the 


































Ask for FREE « 


JUdson 6-1090 


LEWIS artists’ materials ince. 


153 W.-G4TH ST. N.Y. 36, N. Y. 
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tax talk 


Have you looked at your new 1040 yet? 
You'll note that line 6(a) is gone... 
that’s line asking for data on reimbursed 
expenditures. 

In its place are two questions: 

“Did you receive an expense allow- 
ance or reimbursement, or charge taxes 
to your employer?”, and 

“If ‘yes’, did you submit an itemized 
accounting of expenses to your em- 
ployer?” 

You must answer the two questions, 
but, you only show on your return any 
excess in amount received o¥er amount 
actually spent. 

If you answered the first question ‘yes’ 
and the second ‘no’, you will have to 
give details on 1040. 

If you spent more than you got, you 
must itemize entire expenditures and 
reimbursements. 


There are still many who don’t take full ad- 
vantage of the right to file joint hus- 
band-wife returns. You almost always 
get a better break this way. You can file 
a joint return even though your wife 
does not work. 


And remember, if you do some freelance work 
at home, you can list a reasonable per- 
centage of your rent, lighting, phone, 
cleaning services, etc. as your freelance 
business expenses, as well as the costs of 
cabinets, art supplies and materials, etc. 
And possibly a percentage of the cost of 
your car too, if used to pick up and de- 
liver work, etc. These costs are item- 
ized on schedule “C”. Using schedule 
“C” this way you can thus itemize many 
deductions and still claim the standard 
10%, deduction if that is most advanta- 
geous—since the schedule “C” items are 
business, not personal, deductions. 


And if you are paying New York State taxes, 
don’t forget you'll probably be best off 
filing separate husband and wife returns. 
You can do this even though your fed- 
eral return is filed jointly. 


New electronic equipment will be used this 
year to speed checking of tax returns, 
give inspectors more time to look for 
big errors and abuses, as on itemized 
deductions, expense accounts, etc. So file 
carefully and, if in doubt, call in an 
accountant. He'll possibly save you 
more than his fee anyway. - 
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A Major Advance in the 
Graphic Arts Industry 


skilset/brightype is of important interest to 
advertising managers, art directors, production 
managers, as well as management and 

personnel of publishing, printing and engraving firms. 


skilset/brightype is a new process whereby 

in position type setups, type galleys, any engravings, 
electrotypes or stereos can be converted directly 
from metal into quality perfect photo negatives and 
positives and/or no smear photo repro proofs, 

in a matter of minutes. Process color plates are 
converted into film with dot for dot register. 


skilset/brightype is a proven, expedient method of 
saving time, stepping up quality, and in most cases 
shaving budgets. All union made, union approved. 


skilset/brightype is now in full production 
in the New York area. Day and Night Shifts. 
Pickup and Delivery “pronto” service. 


for information and demonstration 


exitset O| prigntype corp. 


A Division of Skilset Typographers 





250 W. S4 St., New York 19, N.Y. PLaza 7-2421 






















Albert Derne 


The best advice 
you can give 
a young artist 


OU can help promising young 

members of your art staff ad- 
vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 


reo ee en ne ee ne ee ee ee 


Norman Rockwell 
Jon Whitcomb 
Stevan Dohanos 
Harold Von Schmidt 
Peter Helck 
Fred Ludekens 


poccclc tne 


FAMOUS ARTISTS SCHOOLS | 
Studio 910, Westport, Conn | 


Send me, without obligation, 
information about the courses you offer. | 


Pan-American Jet Clipper 


G0 JET! 


Quickly! Smoothly! In travel, 
by modern airliner. In erasing 
with modern erasers— Weldon 
Roberts Jets! Chances are 
you've never seen an eraser 
like Jet—so fast working, so unbelievably clean in 
use, so handy on your desk or to carry about in 
your pocket! Luxury-textured rubber cores encased 
in transparent plastic holders. Holder tip unscrews 
so eraser stick can be moved outward. Pocket clip 
style; Whisk brush model too, for use at your draw- 
ing board or by your typists. 
ERASE INK, BALL POINT & INDIA INK, TYPEWRITING, 
PENCIL! 
NO. 827 JET. Gray rubber core for erasing ink and type- 
writing. 
NO. 838 BALL POINT JET. Green rubber core, for erasing 
ball point ink and India Ink. 
NO. 825 JET. Red rubber core for erasing pencil and 
cleaning. 
Ask your stationer or art supply dealer for Jet 
Erasers (by number above) or get all three with a 
refill for each, in attractive, clear-plastic box: The 
No. 800 Jet Trio. 


WELDON ROBERTS RUBBER CO. 
365 Sixth Avenue, Newark 7, N. J. 
World's Foremost Eraser Specialists 
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calendar 


March 9-12 . . . Art Directors Club of Boston, 
5th Annual show, at Copley Society. Com- 
bined Art Directors Club/ Advertising Club 
Awards Luncheon, March 10, Hotel Statler. 


March 24-26 .. . 13th Annual Point of Pur- 
chase Institute, Palmer House, Chicago. 


March 30 .. . New York Art Directors Annual 
Show, Waldorf-Astoria members’-exhibitors’ 
preview. March 31, Awards Luncheon, and 
show opens to public. Closes April 8. 


March 30-April 11 . . . Art Directors and 
Artists Association of lowa, 2nd Annual Ex- 
hibition, Younkers Dept. Store, Des Moines. 
Awards dinner, April 11, Savery Hotel. 


April 1-2 . . . Communications Conference, 
sponsored by New York AD Club, Waldorf. 


April 1-15 . . . ADC Minneapolis-St. Paul an- 
nual show. Walker Art Center. 


April 3-26 . . . Rochester AD show. 


April 6-27 . . . Art Directors Club, Toronto, 
llth Annual Exhibition, Art Gallery. 


April 13 . . . Awards Luncheon, 9th Annual 
Lithographic Awards Competition & Exhibit, 
Greenbrier, White Sulphur Springs, W. Va. 


April 15 . . . Awards Dinner, Detroit AD club, 
Statler Hotel. Exhibit weekend following. 


April 18 . . . Typography—USA. All-day 
forum, presented by Type Directors Club of 
New York. Sth Annual Awards Exhibition. 


April 20-May 1 . . . Baltimore Art Directors 
Club Ninth Annual Exhibition, main gallery, 
Maryland Institute. Awards luncheon, April 
22, Emerson Hotel. 


April 21... Natl. Outdoor Show, Awards 
Luncheon, Sheraton Hotel, Chicago. Exhibit at 
Prudential Building for 2 weeks, then tours. 


May 1959... Art Directors Club of Milwaukee 
Exhibit to be held in conjunction with Careers 
in Visual Communications Conference. 


May 2-June 5. . . STA show Chicago. 


May 8-31 . . . Philadelphia AD show, Com- 
mercial Museum; Awards dinner-dance May 


Check 
list di 


FOR 
ART DIRECTORS 


PRODUCTION MEN 
ADVERTISING MANAGERS 


Still only $1.00 per word — 
reduced or enlarged to fit your layout. 
Negative or positive. No print charge. No 
photostat charge. No minimum charge. 


Delivered with your proofs at 9 A.M. 
Write for Free Film-Lettering Chart 


THIS TELEPHONE NUMBER WILL GET 
IMMEDIATE ATTENTION... DAY OR NIGHT 


MURRAY HILL 8-2445 






RAPID 


FILM 
LETTERING 








RAPID 
TYPOGRAPHY 








RAPIDSTATS 








RAPIDFLEXING 








ALL FROM 1 


UNDER 1 ROOF 








ON 1 ORDER 
IN 1 DELIVERY 























RAPID TYPOGRAPHERS INC. 


305 EAST 46th STREET, NEW YORK !7 








16, Warwick Hotel. 
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New 1959 Edition 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct . . . only -10.00 


HABERULE 


BOX AD-245 + WILTON + CONN. 








STUDIOS 
SERVICE, INC. 


383 MADISON AVE.+ PLAZA 3-8305 
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HOW TC 
ESCAPE 
FROM A 
STRAIT 
JACKET 


When you find yourself specifying type faces to 
suit an ordinary typesetter’s limited availabilities, watch out. Your 
creativity is about to die of close confinement. 

Do business with an ATA shop and you'll have an extensive 
wardrobe of type selections. Each ATA shop is noted for its unusu- 
ally wide range of available faces and sizes—including those handy, 
hard-to-find odd sizes. When new faces of sound merit and taste 
are introduced, you find them in ATA shops first. 

ATA customers work with their own authoritative 3-volume 
ATA Standard Type Book of nearly 800 pages—over 400 type 
faces of every period and family that have won popular acceptance. 

Outstanding advertising doesn’t come easy. Why put up with 
unnecessary obstacles? Call an ATA shop for your typesetting needs 
and get what you want, promptly—and it costs no more! 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. New York Group 
Walter A. Dew, Executive Secretary - 461 Eighth Avenue, New York 1, N. Y. 






























A set of type books as ex 
the ATA Library of Standard F 
Faces necessarily is available @ 
selective basis. Consult your 
typographer for further inforn 
about this unique and indisp 

working tool. He'll cooperate ¥ 
you in every reasonable way to 
vide you with the handiest, 
complete specimen library. Feel 
to inquire; your business is 
ATA shops are in business! 











Where to find 
ATA Typography 


in Greater New York 


Ad Service Company 
228 E. 45th Street MUrray Hill 2-3669 


Advertising Agencies’ Service Co., Inc. 
216 E. 45th Street MUrray Hill 7-0590 


Artintype, Inc. (The following is a condensation of the 


115 W. 45th Street JUdson 2-3675 , 
Associated Typographers, Inc. report of the chairman of the Joint 
227 E. 45th Street MUrray Hill 2-1043 Ethics Committee.) 


Atlas T. graphic Service, Inc. 
227 €. Koen Street _ Murray Hil 7.0314 During the fiscal year ended Novem- 


Central Zone Press, Inc > 
305 E. 45th Street MUrray Hill 4-2727 ber 1, 1958, some 32 cases were accepted 


The Composing Room, for consideration. Of these, four were 


Inc. 
46th Street JUdson 2-0100 . ‘ 
formally arbitrated and four others 


Composition Service, Inc wr " 
229 W. 28th Street” PEnnsylvania 6-1864 settled by mediation. In five cases JEC 


Diamant ographic Service, Inc. : rent; eae . 
ee eae eos page led the nee age pesties to 

A. r Edwards Typography, Inc. reach agreement outside JEC auspices, 
» 38th Street — 7-4026 and of the remainder all but two were 


Gra sbi its 7 aphers , ; <i 
ys sae a a taken to court, dropped, or are still 
pending. 


Huxley How: 
216 €. 4th Street MUrray Hill 71050 The disputes involved sums up to] # artist Georgette DeLattre 


Imperial Ad Service ——— $3900. Since JEC is not a bill collecting art director Bob Smith 
King 7 Typographic Service Corp. agency, the amount of the money in- nan wine gee egy 
OO W. Sand Strest > ay 5-423 volved was secondary to the questions cae 


Unset ht Typographers, | pass 7-0298 of ethical practice. In addition to the @ Color, wash, line 
ate Compan 32 cases, many other complaints and in- Ilustration, figures, fashion, scenic 
461 — > a 7-6272 sea Sar “ff : lie “ys 1; i for Advertising, editorial, book plates 
Chris F. Olse quiries had to be studied and answered. Newspapers, Magazines, Books 
305 €. 45th Street MUrray Hill 43570 Correspondence and telephoning en- 
Frederic Nelson Phillips, Inc. tailed is great. If the disputants had to Georgette DeLattre 
305 E. 45th Street —" Hill 4-3940 f th ‘ I - led h 
Philmac Type graphers, Inc pay for the man-hours expende the LOO ( 
318 W Street | LOngacre 3-3170 bill would, in most cases, be greater than ints 
Royal Typographers, Inc. is ae 
yal Typ grap the disputed sums. 


Street JUdson 2-3250 ° ; 
Frederick W. Schmidt a Although JEC meets in and chiefly 


228 E. 45th Street | MUrray Hill 7-3550 serves New York City, we have handled u u 
a Mes fain Steet Plaza 5-5035 cases from Detroit, Chicago, Pittsburgh, takes the WORK 


S$ Ad S$ , Inc. and Miami. One case this year was} 
vagu 45h street May Wi 7 . out of ARTWORK 


is 228 eevee Street Murray Wilh 7-0860 settled entirely by correspondence. 
331 E. 38th Street | MUrray Hill 6-4242 Since JEC, and its parent organiza- 

Typographic Craftsmen, Inc. tions, are non-profit, JEC is short on ila art projector 
BAe e asth treet Murray Mil 7.8389 funds. Due to the resignation of long- t pro) 


The Typographic Service Co. : , . Pie 
300 Eeasth Street MUrray Hill 6-6670 time counsel A. Lincoln Lavine, it is 
projects ANY type of copy 


Vanderbilt-Jackson Typography, Inc. now necessary to pay for legal services. 
110 Greenwich Street Whitehall 3-3815 Bi B ss DIRECTLY onto ANY SURFACE 
Kurt H. Volk, Inc It may be necessary to initiate a fee with amazing CLARITY and SPEED 
228 E. 45th Street MUrray Hill 2-1840 when such services are required. Con- : 
WHAT IS AT tributions, such as recent one from the 
S At a Readers Digest Foundation, help JEC 
ATA stands for Advertising operate. 
Typographers Association of JEC meets the last Monday of each 
America, Inc. . . Such a huge month. Much time could be saved if 
share of outstanding adver- petitioners would bear that in mind 
tising is set by ATA members when communicating with us. Plead tt 
x , . UCH 
that their depth of experience For long and special services to the} | tower than any 
makes ATA shops “first call” JEC the following were cited this year: projector in 
Ree thes odbenal »P , b Cecil Baumgarten, John Jamison, A. its field 
* iS ene <8 + aad Lincoln Lavine, Walter Nield, Al Tar- ENLARGE 
who wants to be sureo quality, ter, Bob Blattner, Adolph Treidler, and R 
dependability and economy. Gilbert Darling. EDUCE 
JEC can be contacted at P.O. Box with most efficient 
179, New York 17, New York. + of all projectors. 


JEC 


the year’s work 








work 





ATA’s emblem is No Extras! 


the recognized symbol o, 
ieee A of Change of Address. Please send an address See your DEALER 


quality in typography stencil impression from a recent issue. 
Address changes can be made only if we or write to 
have your old, as well as your new address. 


Att Direstion, Circulation office, 19 W. 44th GRAFIKON co 
. . 


ADVERTISING TYPOGRAPHERS ASSOCIATION St» NYC 36 
OF AMERICA, INC. * NEW YORK GROUP 1055 N. Crescent Heights Blvd 
461 Eighth Avenue, New York 1, New York Los Angeles, Calif. 
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48-97 Van Dam St., Long Island City 1, N.Y. 
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bulletin 


full-color news pictures almost as fast as b/w; superior printing 


now a reality with powderless etched copper halftones 


Negative-positive color photography 
now enables newspapers to make full 
color plates almost as quickly as b/w 
plates. Photographer shoots local high- 
school football in full color Saturday 
afternoon, pix appears in Sunday paper. 

This new high-speed process, measur- 
ing color platemaking in minutes and 
hours instead of days and weeks, also 
promises improved reproduction quality. 
Key to process is just commercially 
adopted negative-positive color process. 

Instead of a transparency the photog- 
rapher shoots on color negative film 
(Ektacolor). From the Ektacolor film 
separation prints can be made on new 
Resisto Rapid Pan Paper. Developing 
film takes 53 minutes. Correction work, 
masking and making separation prints 
takes from 45 minutes to 114 hours. Man 
hours, materials costs are cut. Denver 
Post, which uses this process, claims neg- 
ative color results are superior to those 
of former more time consuming methods. 

Use of negative color film makes it 
easier to get good color shots with any 
good camera. Film can also be used for 
making full color copies of artwork. For 
further data, check either Floyd McCall, 
chief photographer of the Denver Post, 
or Eastman Kodak Co. 


Powderless copper photoengravings: 
Greatly improved control of etching 
depth in highlight, middletone and 
shadow areas and complete elimination 
of undercutting is now a commercial re- 
ality in copper halftone and line plates. 
Powderless one-bite etching, for more 
than a year in use for zinc plates, is 
now feasible for copper plates too. Pilot 
Master Copper Powderless Etching Ma- 
chines are being installed in engraving 
plants around the country. In New York, 
Horan Engraving Co. is using the ma- 
chine commercially on color and b/w 
line and halftone work. Technique is 
being developed to extend its use to 
combinations. 

Process offers precision control of 
etching depth, enables engraver to bet- 
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ter meet needs of publications or com- 
mercial printers. It produces ideal pyr- 
amidal dots completely free of undercut 
areas. 

These plates offer buyers great up- 
grading in reproduction quality at no 
increase in price. 


New types: Futura Demibold Oblique 
added to Bauer’s Futura family. Speci- 
men sheets from Bauer Alphabets, 235 
E. 45th Street, New York 17... . Royal 
is a new newspaper typeface by Inter- 
type Corp. Booklet showing it in various 
text sizes from company at 360 Furman 
St., Brooklyn 1, N. Y. . . . also new speci- 
men sheets from Intertype on 814 pt. 
and 9 pt. Windsor with bold. . . . from 
Weltz Ad Service, 320 W. 48th St., NYC, 
one-line showings of over 350 faces plus 
borders, ornaments, etc. in 48-page 
booklet. Includes some rare and hard 
to find faces . . . specimen booklets of 
Stephenson Blake faces, including Key- 
board and Keyboard Light, Amanda, 
Bold Latin, Narrow Sans Italic, Mercury, 
Mercury Light from American Wood 
Type Mfg. Co., 42-25 Ninth St., L.LC. 1, 
N.Y. American Wood Type is American 
distributor for these English types as 
well as the popular Chisel types. 


Notes: special offset or gravure printed 
inserts for newspapers, such as described 
in November Art Direction, page 34, 
(Hi-Fi Process), are also being used in 
Europe. Paris Journal goes us one better. 
Whereas Hi-Fi requires a continuous-roll 
kind of layout, because slippage of 
pages during inserting into newspaper 
run makes cut-off of ad unpredictable, 
the Imprimerie Cino del Duca, near 
Paris, uses electronic controls which as- 
sure accurate cut-off, permit ADs to plan 
for conventional page layout. Inserted 
color pages are just a little shorter than 
the b/w pages. Equipment for process 
now also in London . . . new swatch 
book of Potomac Velour from Mead 
paper merchants or Mead Papers Inc., 
118 W. First St., Dayton 2, O. Cover 


stock shown in all colors and weights 
. . . Linton Brothers is offering folder 
with swatches and printed samples of its 
brilliant white Queen Bristol, from 
Linton dealers or the mill at Fitchburg, 
Mass. . . . new line of paste-up color 
acetate sheets from Cello-Tak Co. Called 
“Color-Dot”, sheets are made up in 
standard 60-line screen dot with tones 
of 15%, 30%, 60% and 100%. 15 colors 
in the line (making 60 different sheets) 
are available in matching inks with Fred- 
erick K. Levey and the Sinclair & Valen- 
tine Ink Companies. Easy to prepare 
either layouts or finished art with these 
sheets which effect time and cost savings 
in color plate making. Coating can be 
removed by scratching. Sheets are self 
adhesive, can be shifted around easily 
before final adhering. Illustrated bro- 
chure from Cello-Tak Co., 131 W. 45th 
St., NYC 36... if you are interested in 
electronic engraving developments, here’s 
a machine you may not have heard of 
yet; the Hassing machine produces plates 
as large as 14 x 20” on plastic, zinc, mag- 
nesium, copper, brass, in six screens from 
70-lines to 150-lines with orthodox or 
special triangular shaped dot. For more 
data, check Dr. Louis Walton Sipley, 
Director of American Museum of Pho- 
tography, Philadelphia, Penna. . . . Hi- 
sign is new ad medium practically de- 
fying distance. It is 80 feet high, 100 feet 
long, can be placed well back of the set- 
back requirement along most highways 
without sacrificing visibility or readabil- 
ity. Land-Mark Advertising Inc., Wash- 


.ington, D.C. . . . the packless stereotype 


mat has won a court fight. New York 
Times defeated the NY Stereotypers 
Union in hassle over whether new mat 
is a material or equipment. As a ma- 
terial, it can be used without union de- 
ciding on its manpower requirements. 
Mat is a big time saver as it eliminates 
need for handpacking of large open 
areas, cuts down time between reporter’s 
typewriter and the pressrun as well as 
speeding handling of ad mats. - 
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letters 


Cover a hit... 
Here's a brief note to tell you how much 
I enjoyed Carl Regehr’s cover design fot 
the December issue of Art Direction. 
Congratulations on an excellent job. 
H. U. Hoffman, 
Kimberly-Clark Corp. 


Ad-artists equity? ... 

Your letter in the September “Art Direc- 
tion” rings a bell clear across the coun- 
try, as far away as San Francisco. The 
artists in this area have been giving 
increasing thought to the need for some 
concerted thinking on the economics of 
the illustration field. 

A study of the question of payment 
for additional use, extended use, or 
re-use of art work, or re-running of 
ads would be one helpful start on the 
problem. 

The Code of Ethics more or less strad- 
dles the question. Education is required 


among artists, art directors and other- 


art buyers as to the equity of “additional 
pay for additional use”. 

Some agencies and advertisers are 
wording their purchase orders and re- 
leases on backs of checks in such a way 
that the artist is apparently signing away 
every vestige of right, title or interest 
in the drawing he has produced. Under 
these contracts (?) he has no comeback 
if the drawing is used in countless ways 
for a period of many years. 

I am beginning to wonder if adver- 
tising artists, illustrators and designers 
are going to find themselves forced to 
form a national organization paralleling 
the organizations that protect radio and 
TV performers, musicians, writers, ac- 
tors, etc. 

If a person who produces a TV com- 
mercial receives additional remunera- 
tion every time it is used by another 
TV station or by the same TV station 
an additional time, why shouldn't ar- 
tists, illustrators, and designers aspire to 
the same sort of treatment? 

One preliminary step in the right 
direction would be establishment of a 
national forum or meeting place for 
ideas along economic lines. Whether 
“Art Direction” is the best media, or the 
Bulletin of the Society of Illustrators, 
I don’t know. But wide dissemination 
of letters like yours and also this one 
might start hundreds of artists around 
the country thinking along these lines, 
and if there is enough response, perhaps 
we'll get a start in improving our situa- 
tion. 

Maybe the Society of Illustrators could 
publish a Newsletter, on a subscription 
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basis, devoted entirely to the Business 
or Economics of Art, with contributions 
solicited from the whole country. 

I can furnish mailing lists of most 


artists and art directors in northern 
California, and I’m sure other lists could 
be obtained from artist and art directors 
clubs everywhere. 
Let’s do something about it! 
Lauvis Shawl, Past President, 
Society of Designers and 
Illustrators 
San Francisco 


(Editor's note: San Francisco’s Louis 
Shawl must be a mind reader, and a 
cross-country telepathist at that, when 
he calls for a newsletter, on a subscrip- 
tion basis, devoted entirely to the busi- 
ness or economics of art. Art Direction’s 
new CAM Report is just this (first 
issue Vol. 1 No. 1 Sept. 20, 1958), pub- 
lished twice a month. For more data 
about CAM Report, write it at 19 W. 
44th St., New York 36, New York.) 


The speaker was Walter Landor ... 
Your excellent coverage of the Visual 
Symbol conference held in Chicago (in 
the December issue) omitted identifica- 
tion of the speaker whose remarks you 
quote under the heading “corporate 
symbols” (pp. 51-52). He is Walter Lan- 
dor, industrial designer and head of 
Walter Landor and Associates, San 
Francisco. 

Saul Taishoff, 

Walter Landor & Associates 


Credit corrected . .. 
Regarding the double-spread “St. Louis’ 
First” on pages 80 and 81 of your Janu- 
ary magazine, may I say that as much 
as I would like to take credit for the 
poster on the right under category 5, 
I can not. It was done by Ruth Freeman, 
a co-worker at Southwestern Bell Tele- 
phone Company. She was both art di- 
rector and artist for the piece. 

The poster on the left under category 
5 was correctly labeled and done by 


Nedra Ty Hoester, 
Southwestern Bell Tel. Co. 
St. Lovis 1, Missouri 


Regional shows... yes! 

Your editorial in the December issue of 
Art Direction on proposed regional AD 
Shows rings the bell with our local 
group. We are very excited about this 
new plan and offer our full cooperation. 


Quentin Moore, President, 
Art Directors Club of Omaha a 
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JOHN EBSTEIN, 


Special-Projects Director, 
Raymond Loewy Associates 


Designer of Lucent 
Plastic Dinnerware 


John Ebstein has helped to produce many 
notable designs, among them the widely ac- 
claimed '53 Studebaker. Here’s how he cre- 
ated Melamine dinnerware for Lucent Corp. 
’ 
“1 did hundreds of pencil sketches in 
designing a line of translucent china-like 
plastic dinnerware,” says Ebstein. 
“The trick was to create contemporary 
shapes with traditional grace.” 


“Cup and saucer ‘roughs’ came first; 
they dictate the shape of other pieces. 
We favored a high cup, because its smaller 
surface area keeps liquids hot longer. 
Quick ‘concept’ sketches like these | do 
with my Eagle TURQUOISE No. 2B. | don’t 
know another pencil that moves as 
smoothly or keeps its point so long.” 


Most experts 
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TECHNIQUES 








use EAGLE’ most often. 








one of a series by the 


EAGLE PENCIL COMPANY 


‘*Next— engineering drawings done four times 
up with TURQUOISE® No. 2H. The mold 
maker does his production drawings from 
these. See how we’ve refined the cup handle 
here? At this point we’re still making 
changes—but they’re no problem with Eagle 
TURQUOISE CLEANTEX® Erasers!” 
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| 
“Last design step is sketches of | 
the patterns in color, like this one for! 
Lucent’s new ‘April in Paris’ plates. 
| go all out at this point and do maybe | 
30 or so roughs, drawings to scale penis eagt Spence 
on paper with Eagle PRISMACOLOR®. 
What a selection—60 colors to 
choose from—and none of ’em ever 
smudge! They blend beautifully, too, 
and stay sharp. | recommend them 
to my students at Pratt Institute. 
And here’s how the new finished place 
setting looks.” 

























art director: WILLIAM TAUBIN 
agency: DOYLE, DANE, BERNBACH, INC. 
photographer: WINGATE-PAINE 
dye transfer retouching: ARCHER AMES ASSOCIATES 


































type **C”’ ektacolor print 
dye transfer 


black & white 
& flexichrome 


retouching 


involving the use of bleaches, 
dyes, electronics’, chemistry 
and abrasives for the sole purpose 
of insuring the most faithful 
reproduction of your photography 
is truly an art as produced by 


ARCHER AMES ASSOCIATES 
16 East 52 Street, New York 22, MU 8-3240 






“demonstration on request contact: ARCHER AM Es / LEON APPEL/ LORAN PATTERSON 











what’s new 


ALIGNMENT CHECKING DEVICE: Check-scale 
is a 17x1l-inth grid scale, calibrated in 
one-eighth inches, printed on .005 thick- 
ness mylar-base transparent film, spe- 
cially treated to hold precise measure- 
ments. Further information from Check- 
scale Products Co., P. O. Box 15781, Los 
Angeles 15, Calif. 


RAPIDOGRAPH: This is a fountain pen 
holding sufficient India ink to mark 
several hundred negatives, copies in five 
scientifically accurate line widths. Also 
has controlled ink flow. From Koh-I- 
Noor Pencil Co., Inc., Bloomsbury, N. J. 


3 COLOR PRINTING WITH ANSCO: Illustrated 
booklet explains, describes how to work 
with Ansco graphic arts material in 
3-color printing. From Ansco, Div., Gen- 
eral Aniline & Film Corp., Binghamton, 
N. H. 


KEMART PROCESS: Illustrated folder gives 
artist instructions, general information 
on Kemart Process, a method of photo- 
mechanically highlighting a halftone 
negative by controlled fluorescence. 
Reproduces entire tonal scale with full 
gradation from clear highlights to true 
black, without conventional hand work 
normally employed. From Kemart Corp., 
$40 Front St., San Francisco 11, Calif. 


Tv PAD: The AMI Video Visual Pad, 
designed by Arthur Rankin, Jr., comes 
complete with set of 15 title blocks to 
use on cover of presentation, is printed 
in gray ink on a fine white visual paper 
with excellent transparency. From Art 
Materials, Inc., 10-40 49th Ave., Long 
Island City 1, N. Y. Distributed by H. T. 
Herbert Co., 10-63 Jackson Ave., Long 
Island City 1, N. Y. 


REFLECTIVE BEADS: Hy-Lite reflective beads 
are said by manufacturer to give greater 
impact to any type of sign because of 
wide reflective angle, brilliance and 
ability to vividly transmit almost any 
color. Literature, details from M-B 
Corp., New Holstein, Wisc. 


WORDEAS & THOMAJANTICS: Red, black and 
white illustrated booklet by-P. K. Thom- 
ajan, 544 Hackensack St., Carlstadt, 
N. J., is a collection of original word 
coinages and others from advertising. 
Ancient . Mayan alphabet characters 
decorate the pages. $1 per copy. 
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... discover a brighter 


world of color 


The miracle of color photography and the talents 
of its practitioners have opened generous pathways 
from many a warehouse to many a home. 

Now Kodak’s new Ektachrome Sheet and Profes- 
sional Roll Films provide photographers and their 
clients with an improved material for making color 
transparencies. 

Ask your photographer to help you discover the 
splendor that improved Kodak Ektachrome Film 
can bring to illustration: vibrant reds, no brighter 
—but not less so—than the original ; yellows which 
reproduce hitherto elusive lemon hues; whites, 
clean and crisp; and greens—the so-important 
color which brings gardens to the magazine page. 

Discover, too, the improved sharpness which 
recent developments make possible. And the in- 
creased depth and action possibilities of a film four 
times faster. 

All these help speed an already sprinting art. 


Photograph by William Becker on new Kodak Ektachrome Film. This photo- 
graph and six other photographers’ work in this new medium appear in 
a brochure on Kodak Ektachrome Film. It can be yours for the asking. 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 
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UPCOMING ARTIST 


A native Clevelander, Tom Tomc went West (The 
Art Center School, Los Angeles), came back to Cleve- 
land where he put in two years with local studios and 
is now with the Pittsburgh office of Pitt Studios. 
Although only 21, Tom has already worked on a 
promotional and design problems for such national 
accounts as Alcoa, Gulf Oil, Westinghouse, Nation- 
wide Insurance, Paramount Distillers, among others. @ 
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Matthew Leibowitz 


experimenter 

in graphic design 

he holds 160 

medals and awards 

member of Alliance 
Graphique Internationale 
permanent collections 

in museums here and abroad 
Mr. Leibowitz says 

"The geometric design 

was inspired instantly 

by Strathmore Penlaid, 

the colored paper | selected 
Colored stock is a basis 

for developing a 

dynamic form of integration 


with color and design.” 
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booknotes 


THE ANTIQUES YEARBOOK 1958-59. Tantivy 
Press. $2.35. 

Here's a 700-page plus illustrated en- 
gyclopedia-directory of English and 
European antiques. Data on prices, auc- 
tions, salons, directory of dealers, re- 
storers, specialists, galleries (all British). 
Collings Inc., 507 5th Ave., NYC. 


COLOR PLANNING, Howard Ketcham. Harper. 
$5.95. 

In a book for businessmen, color/light- 
ing authority Ketcham tells how proper 
color strategy builds sales, improves 
morale, increases efficiency, attracts at- 
tention to products. Packed with case 
history data, covers research, color in 
display windows, supermarkets, packag- 
ing, factories, products, offices, clothing, 
advertising, homes. 


Also of interest: 


HOW TO DRAW THE HUMAN FIGURE, John R. 
Grabach. Dell. 50¢. A paperback with “28 
full color illustrations, 120 b/w pictures. 


SPANISH STIRRUP, by John Prebble. Harcourt 
Brace, $3.50. Of interest because of illus- 
trations by Gil Walker. 


THE WIND, Alberta Hannum. Viking. 
50. With 8 full color illustrations by 
Indian artist Beatien Yazz. 


VOCATIONAL AND PROFESSIONAL MONO- 
GRAPH No. 36, “The Fine and Applied Arts.” 
Bellman Publ. Co., Cambridge, Mass. $1.00. 
40 page pamphlet on history of art, em- 
ployment qualifications, training re- 
quired, how to get into the field, earn- 
ings, advancement opportunities, etc. 


PHOTO-TECHNIK UND WIRTSCHAFT. Verlag 
fur Radio-Foto-Kinotechnik, G.M.B.H., Berlin, 
Borsigwalde, Germany. This issue, written 
in English, is a review of 1958 German 
cameras, lenses, lab equipment and films 
and papers, accessories, movie equip- 
ment. 


7000 YEARS OF POTTERY AND PORCELAIN. 
Max Wykes-Joyce. Philosophical Library. $12. 
Eighty-six illustrations, full-page and 
half-page b/ws, accompany this compre- 
hensive survey of the field. Period cov- 
ered is 5000 B.C. to recent work of 
Picasso, Matisse, others. Appendix. 


THE QUICKEST WAY TO DRAW WELL. Frederic 
Taubes. Studio-Crowell. $3.95. How-to book 
of materials and methods, by eminent 
American painter and draftsman. 59 
illustrations help in this short course 
based on Taubes’ art classes. 
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ADVERTISERS COMPOSITION COMPANY 


1§00 WEST TWELFTH STREET + LOS ANGELES 15, CALIFORNIA « DUNKIRK §-5494 





KIMBERLY 


Suppose your finger was made of graphite (varying 
degrees, of course) and you could sharpen it to a fine 
point, chisel edge — or any other way you like to work. 
Besides the obvious economies of needing only one 
pencil, no breakage, no storage, etc. — you’d have the 
most responsive pencil ever. Such a wonderful device 
would truly be an extension of yourself. It would 
respond to your every touch — your slightest whim. 


SILLY STORY... who wants a graphite finger that always 
needs sharpening? But — if you do want a long-lasting 
pencil that keeps its point long after you’ve broken 
other pencils in disgust ... if you do want a pencil that 
interprets every line, every shadow, every subtle nuance 
as if it were actually a part of you . . . if you want clean, 
black, opaque lines without “ghosts” or feathered edges 
— scoot down to your art supply dealer and TEST- 
DRAW the General KIMBERLY Pencil. 22 accurate 
grades to choose from. Or, write on your letterhead for 
FREE SAMPLES. 


PENCIL COMPANY 
69 FLEET STREET, JERSEY CITY 6, N. J. 
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book notes 


(continued) 


THE HUMAN FIGURE. John H. Vanderpoel. 
Dover. $1.45. 
A reprint. An anatomy classic widely 
used by artists, teachers, students. Text 
analyzes and describes characteristics 
and details of the human figure. 


PAPIER-MACHE. Lillian Johnson. David McKay. 
$3.95. 
An illustrated how-to for parents, teach- 
ers, students. 


WATERCOLOR, THE HOWS AND WHYS. Edgar 
A, Whitney. Watson-Guptill. $9.50. 
Covers all essential elements of tech- 
nique. Emphasis is on design, it being 
Whitney’s belief that this should be the 
artist’s greatest concern. Text also deals 
with development of taste and emo- 
tional involvement with subject matter. 


CREATING WITH PAPER. Pauline Johnson. 
U. of Washington Press. $6.50. 
A profusely illustrated book, this is more 
than a how-to. Large, clear illustrations 
are inspirational. Clear simple diagrams 
are easy to follow. Covers materials and 
tools, cutting, surface treatment, curling, 
bending, folding, scoring, solids, planes, 
moving forms, fastening, and such speci- 
fic subjects as angel designs, valentines, 
Easter forms, and countless others. 


DYNAMIC ANATOMY. Burne Hogarth. Watson- 
Guptill. $12.50. 

Stresses relationships of masses in fig- 
ure movement. Unlike traditional anat- 
omy texts which, though for the artist, 
are from the viewpoint of the medical 
anatomist, this book seeks insight into 
the enchantment of the living figure, not 
the dissected one. 232 pages, 8'%xIl, 
cloth, 2-colors, indexed. 


THE SOCIAL HISTORY OF ART, Vols. 3 & 4. 
Amold Hauser. Vintage. $1.25 each. 

Paper bound. This serious study traces 
the social roots of rococo, classicism, 
Tomanticism in Vol. 3 and naturalism, 
impressionism and the film age in Vol. 4. 
Each volume has a signature of illus- 
ations on coated paper and each is 
indexed. s 





Change of Address. Please send an address 
Stencil impression from a recent issue. 
Address changes can be made only if we 

ve your old, as well as your new address. 
Art Direction, Circulation office, 19 W. 44th 
St., NYC 36. 
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Why argue? Everybody wins with SPEEDBALL. Five styles and 36 points... 4 Steel 
Brushes . . . give you the widest choice of lettering combinations or finished drawings with 
a flair. For professional work specify SPEEDBALL. Bei 
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AIMED DESIGN 





the world of 


not words 


DR. IRVING A. TAYLOR 


The story of visual communication in- 
volves the world of not words and is 
really the story of meaningful percep- 
tion, which encompasses the larger por- 
tion of our psychological world. The 
kaleidoscopic flow of visual impressions 
impinging on us assumes deluge propor- 
tion when you consider the variety of 
perceptions confronting us daily. There 
are a number of obstacles and _ biases 
which frequently prevent us from seeing 
or paying more than lip-service to the 
significance of visual communication. 
For example, we speak of “Visual Aids” 
as if they were adjuncts to verbal com- 
munication. On the contrary, visuals can 
be more precise and meaningful than 
many are accustomed to believe. In 
many instances it may be wiser to think 
of training and education as best when 
it is visual and to use language as 
“Verbal Aids.” These and other difficul- 
ties seem to spring from a mistaken 
assumption that only verbal language 
is communication. 

Symbols are the basic units of the 
communication process. These units em- 
bodying the substance of our institutions 
are the carriers of cultural knowledge. 
It is through the internationalization of 
symbols that customs, laws, rules of be- 
havior—all personal and social control— 
are possible. As units of transmission, 
symbols are to culture what genes are to 
biology. 

The implication of communication is 
that through symbolic means one person 
imparts information to another or to 
oneself. Anything which imports mean- 
ing is thereby essentially symbolic. Since 
the visual world in which we live is 
composed of objects, events and actions 
to which we impute meaning, all of 
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(continued) 


these are part of the communication 
process. From this point of view, visual 
perception assumes the lion’s share of 
communication. 

In order to understand the tangible 
aspects of the speaker, listener and sym- 
bol, three important intangible aspects 
of the communication process should be 
examined. We can assume that the 
sender of a message is motivated by a 
purpose. The purpose may be to identify 
something in time or space (Fine Swiss 
watches since 1791) to characterize an 
object or an event (It draws freely ... 
delivers deep, full smoking enjoyment), 
to evaluate the “goodness” or “badness” 
of an event (sign of good taste), to pre- 
scribe a course of action to another (give 
Fruit of the Loom socks), or to produce 
a global frame of reference (It’s Arrow 
for Christmas . . . 5-to-1). 

On the other hand we can assume 
that the person to whom the message 
is directed is drawing inferences, pro- 
vided he is receptive. Inferences drawn 
of course depend entirely upon the re- 
ceiver’s background, perception, set and 
the context of the situation. 

The third and most important in- 
tangible component of the communica- 
tion process is the assumptions under- 
lying the sender’s purposes and the re- 
ceiver’s inferences. These assumptions 
are implicit ideas that make the com- 
munication meaningful. For example, 
we can contrast “common-sense” assump- 
tions with “scientific” ones: According 
to general semantics, a science which 
evaluates symbolic meanings, common- 
sense holds that things are what they 
are, A is A. The opposing scientific as- 
sumption, on the other hand, is that 
things are interpreted in various ways, 
and since the interpretation is not the 
object, A, therefore, is not A. Common- 
sense assumes that things are either 
black or white, A or B. Scientists how- 
ever, assume that most things are inter- 
mediate and distributed. Common-sense 
further holds that something cannot be 
two things at the same time, people are 
either “good” or “bad”. But scientists 
realize that any person or object may 
be many things, and frequently at the 
same time, depending on various intem 
pretations. 

When is communication successful? 
It would seem that success occurs to the 


extent that the sender’s purposes and 


the receiver’s inferences have the same 
or similar underlying assumptions. Im 
other words, meaning is related to what 
is assumed rather than said. 
Psychologically, visual symbols func 
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light 8 to 60 point 

bold 8 to 60 point 

bold italic 14 to 54 point* 
extrabold 10 to 60 point 


*Other sizes available soon. 


H, 


T Uns 


For full information write on your 
letterhead to: 









BAUER ALPHABETS, INC. 
235 East 45th Street, New York 17, New York 
OXford 7-1797-8-9 
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colors RAPID PASTELS 


Quick roughs, layouts and comps for artists and 
draftsmen. Assortments of 12 and 24 pastel 
sticks and pencils in meticulously matched bril- 
liant colors that blend perfectly. Each marked 
with number and name. Also in open stock. 1] 


Write for folder describing complete line. 


10) By lele):: 


Bloomsbury, NJ 





LEXICRAFT TYPOGRAPHERS CO 


1 EIGHTH AVE. NEW YORK 11 





WATKINS 4 § 


TIVE TYPOGRAPH 
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PETER JAMES SAMERJAN 


PHOTOGRAPHY ! 846 N. FAIRFAX AVE., LOS ANGELES 46, OL 3-2940 
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72M a 3 aS 






STVDIO ROMAN FL3-8133 
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TRANSFER TRACING 


© ERASES LIKE PENCIL 


Hae Sarals F colors: 


GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 

BLUE—for mechanicals (non-photographic) 
RED—for glossy surfaces (acetate, photos, stats) 











$359 per BOXED ROLL - 12 Feet x 12", Inches 
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(continued) 


tion through codification or empathi- 
cally. Codified visual symbols are arbi- 
trarily given meaning and subsequently 
standardized by public agreement, 
Examples of such codification are data 
handling codes, checks, crosses, money, 
and red lights. These symbols are usu- 
ally described as “public”, and gain 
their meaning through habit and con. 
sent rather than through the perceptual 
qualities of the symbol itself. Empathic 
visual symbols, on the other hand, con- 
tain characteristics which evoke predict. 
able meanings without prior codifica- 
tion. Such symbols are frequently re 
ferred to as “private”, such as_ those 
found in doodles, abstract art, and geo- 
metric designs. There is reason to be- 
lieve that empathic symbols are actually 
more predictable and universal than 
those that are codified. 

An important consideration is that 
empathic symbols contain a syntax or 
grammar which has not yet been ade- 
quately explored. There is also the im- 
plication of producing highly precise 
visual symbols for cross-cultural commu- 
nication without codification. This is 
based on the assumption that common 
biological properties are the source of 
empathics. 

The intuitive application of empathic 
communication is wide-spread. Through 
research it could be possible to design 
TV knobs, kitchen utensils, or various 
printing type, which visually embody an 
empathic message. It may be worth- 
while, for example, for a manufacturer 
to produce dials which visually say “dan- 
ger, turn me slowly”, or “I increase 
amplitude”. Indeed, entire films, TV 
programs, books, or any design can gain 
new significance by considering the 
structural properties which produce em- 
pathic communications. 

An understanding of the basic proper 
ties of visual symbols allows us to utilize 
these symbols in three different ways. 
First, the creation of empathic symbols 
is itself possible. A logo or trademark 
can be created as a result of a structural 
analysis of the product by deriving oF 
extracting the visual empathics which 
it embodies. For example, a manufac 
turer of chocolates could develop 4 
visual symbol which carried the implicit 
message “mm I’m good.” Second, sym 
bols can be transformed from one media 
to another. Consider the relationship 
between any verbal text with accom 
panying visuals. The structure of the 
verbal text should be injected into the 
visuals so that the two symbolic media 

(continued on page 81) 
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Nothing Photographs Better than 


(TTT REPRODUCTION WHITE 





HEL, 


oroduction 


_ White 


“Gocess white ' 
©mmercial Ar 


*r Co ine Dh 


4 ae 


Weber Reproduction White pho- 
tographs true, that’s why it’s 
the favorite of photo-engravers, 


retouchers and illustrators! And 

it contains no lead . . . is opaque t WEBER co 

. . . Stays white indefinitely . . . AR 23, PA., ST. LOUIS 1 +4 
\ is perfect for air brush work. — Manufacturing Artists’ Colormen Since 1853 


Available at all good art supply stores. 


TUTTE Ee Eee 


PENNIES ; 








DESIGNERS’ A GOUACHE COLORS 
@ Opaque water colors 
for commercial artists 
and illustrators. 
Outstanding for opacity, 
great purity of color, 


and dazzling brilliance. 
May be used 
through air brush. 


tubes not actual size 


Hor” 





, nt 6: YOU can afford 
yr |N that little 
; extra IMPORTED 
902 BROADWAY, 
quality! 


N. Y. 10, N. Y 





Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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BUYING STATS? 


SAVE TIME 
AGGRAVATION . 


Thoee - 


DARKROOM CAMERA 


MONEY AND 
BUY THE NEW 


STATS | ANYONE 
FOR » | a 

| OPERATE 
TRACE 
RITE 


Ges. . . Make all top-quality photograph 


on every type of paper or film, for 
Save time and money 


easily, out of your savings! 


ART PROJECTOR & VISUALIZER, TOO 
Nothing finer than Trace-Rite projects a positive 
image of artwork, objects, directly to your 

Surface eliminates double tracing 


Look at Viose Features! 


© easy to operate . . . anyone can learn 

@ 350% enlargements, 400% reductions 

© photocopy camera and enlarger combined 
© uses all types of sensitized materials 


© powerful Wollensak lens gives perfect image 
focusing 

© always projects a right-reading image 

© stage for photographing or tracing small ob- 
jects, cartons, bottles, etc. 

© compact, easily moved .. . 31’ x 72” x 81’’ high 

© darkroom as small as 6 ft. square 


THREE PRECISION MODELS TO CHOOSE 
Darkroom Camera (and Projector 
combined PMC 
Projector model only ‘AMC 
E-CONO” projector model only 


$735.00 
$685.00 
$637.50 


There 


TRACE-RITE SALES CORPORATION 





TV-FILM 
ROUNDTABLE 


PACKAGING 


ADVERTISING ART 
by Ralph Porter 


PROMOTION 


ANNUAL REPORTS 0N @ SIOCt H A GLAN there is 
Wile TT no perfection... 
Za-Witlamson 
the documentary 


approach 


Agency artists often observe their tasks 
through the narrow stifling slits of con- 
ference office doors and lose themselves 
within the unrecognizable frame of a 
product world. Their fantasies _ fre- 
quently obscure reality and exhaust the 
viewer as well as the client. 

Canvas miniatures of cigarettes and 
cute cartoons seem to crowd out any 
thought of the true world. In short, the 
Knowable, the Recognizable is thrust 
into a haze of inane images and clever 
picture cropping. Such things as cities, 
countries, disease, love, children, (i.e. 
real children), health, the theatre, mu- 
seums, the movies, music, sports, etc. are 
pushed away with horror—“Won’t sell” 
—“Not enough product identification” 
—“People want to laugh”. Or—once 
these agency artists have accepted the 
so called “documentary” approach, fear 
crops in to stymie them and the glamor- 
ization process begins to adorn the re 
alism of life until it all becomes pretty 
vacuous. A package atop Mt. Everest—in 
a lake—in your hat—as long as it’s re 
ality! But is it? 


AM ERICAN Our inte = i 8 y Most major film companies either 
BL U F PRI N T Co gaa of laugh up their sleeves at the agency boys 
pe Pee or curse the copy chief and his entour 
FEAST 47" 3 Plaza 1-2240 . a : age of creators for making life so um 
299 MADISON AVE MU 7-196) A. NO bearable. These companies have been 
630 FIFTH AVE CO 5-0990 a a are " "== | yearning for a good documentary, 4 
2240 : ies: a series of theatrical ventures or even 4 
ian, | feature film. 
Many producers have already em 
barked upon this “relief” activity but 


60 EAST 56” ST Plaza | 
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DIVERSITY — /n technique, or in approach —is essential to 
. accurately interpret graphic requirements. 


On our list of diverse clients are architects, banks, breweries, food processors, 
petroleum products, publishers, utilities, wineries. 


IF you seek solutions to graphic problems, contact 
CHARLES HANSEN ASSOCIATES /n San Francisco, SU 1-3777 








you can’t RUSE 
perfection! 


That’s why perfection is built into every Bainbridge 
Board through the greatest of care in every deliberate 
step of its making. Every board is air-dried, nature’s way. 
Each board is hung separately and straight to stay straight 
and lie flat for life. 

No wonder Bainbridge is the line most in demand by 
top professionals and amateurs alike. 


Since 1868... 
famous for 
high quality 





: e ILLUSTRATION BOARDS 
_ _ At all art supply : «+ DRAWING BOARDS ¢ MOUNTING BOARDS 
stores in most popular sizes ?  # SHOW CARD BOARDS e MAT BOARDS. 




















CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 
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MU 5 1864-5 14 EAST 39th STREET, NEW YORK 16, N. Y. 

















only after much heart-to-heart confer. 
ring with advertising executives. “Over 
glamorization will often kill your sell,” 
—“Let us help to conceive your spots.” 
—“If you are now spending $20,000 for 
a few commercials that will go down 
the drain after a year, why not let us 
keep a running film library at half the 
cost.” 

The glamour of life has become the 
farce of TV—some aware agencies like 
Campbell-Ewald, Doyle, Dane & Bern- 
bach, BBD&O, and Compton have of. 
fered film producers more leeway. They 
recognize that the slight imperfections 
of actual locations and actual people are 
actually more pleasing to eye and ear; 
that humor, sorrow, pleasure, are de- 
rived from a closeness to life rather than 
from the obscurity of it. 

Delco Batteries, Chemstrand Nylon, 
Beneficial Finance, Dodge and Mercury 
Cars, the new Dauphine Renault spots 
—these sell the product not because the 
producers who made them ignored good 
production methods and shot helter- 
skelter. Quite the contrary, these realistic 
commercials required even more care- 
ful planning than the contorted strained 
goosed-up concepts dreamed up out of 
desperation. 

The error of thinking, it seems, is in 
the concept of perfection. Since life it- 
self can never be perfect how then can 
the buyer be expected to recognize the 
product in an aura of unrealistic per- 
fection. ’ 





Cover designers 


Aim and fire behind this month’s Art 
Direction cover by photographer Max 
Yavno, left, and AD, designer, illustrator 
Harry O. Diamond. 

After designing and illustrating for 
many years in New York, Harry Dia 
mond returned to his native city, Los 
Angeles in 1947. He’s a longtime con 
sistent award winner. Trained at Choui- 
nard Art Institute. In New York he’s 
repped by John Locke. 

Photographer Yavno has 18 pictures 
in the permanent collection of the Mu 
seum of Modern Art, has won a Gugger 
heim Fellowship (1953) for “creative 
activities in photography” and NY-ADC 
medals for 1956 & 1957 for his work on 
Hunt’s catsup ads as well as medals im 
Los Angeles AD shows. . 
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Punchy, pungent STANDARD BOLD 
along with the complete STANDARD SERIES is an addition to our large 
library that has made its presence fel. BORO TYPOGRAPHERS 


37 E 21 NYC GR 5-7850 
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. «+ you work with CASEIN, TEM- 
PERA, DESIGNER’S GOUACHE, PAS- 
TELS, CRAYONS or POSTER COLORS 


you can do a better job with 


° CANSON 


» @ W1-Tcintes”’ 





ee 

s THE REMARKABLE TINTED PAPER 

e Now in Available in 26 beautiful tones 

ewe slase: including stygian black 

e 19 x 24%” pean may rag content — but in- 

e 21% x a. a surface found on no other 

e Product of the ancient Canson & 
Also in Montgolfier Vidalon Mills in 

Pods Ox. France 

° Ar agro The most striking poster effects 
eatit are produced by exposing a part 

7 m of the paper to represent high- 

rolls light or shadow 
* 


Beware of imitations. Every shect of 
bd Mi-Teintes is marked along the cdye. 


-MORILLA Company 


330 E. 23rd St., New York 10,N. Y. 
425 S. Wabash Ave., Chicago 5, Ill. 
706 So. Magnolia, Los Angeles 5, Cal 
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ait directors, designers and artists 


Congratulations to the 


of the great West! 





Choumard Art Institute 


743 South Grand View Street, Los Angeles 57, California 





SUBSCRIBE NOW TO 





report 


CREATIVE ADVERTISING MANAGEMENT 
TO BE MONEY AHEAD, TIME AHEAD, ON TOP OF THE FACTS, SUBSCRIBE NOW. 


CAM REPORT 


Subscribers to CAM Report are enthusiastic about it 


Many CAM subscribers have written us to say how important 
the semi-monthly newsletters have become to them already. 
Many subscribers, too, have ordered extra copies for their 
executive staff. (One studio alone has 8 subscriptions.) Only twu 
subscribers have requested a refund—a remarkable record when 
you consider that many subscribers bought their subscriptions 
sight unseen, before publication. Obviously, CAM Report has 
done what its publisher said it would do. 


if you buy or sell art and photography, 
CAM Report is for you 


Subscribe now to the new business newsletter, written exclusively 
for you twice a month with exactly the news you want and need. 





19 WEST 44th ST., ROOM 509 NEW YORK 36, N.Y 


(C0 Yes. Send me CAM Report now, 24 issues for $20.00. 
(CJ Enclosed is prepayment in full. Please send me four bonus copies 
so that my subscription will run for 14 months. 


SUBSCRIPTION BLANK 
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NSAD adds 32nd club President of 
-AD Assn. of lowa =the Art Direc- 

tors Association 
of lowa, most recent and 32nd NSAD 
club, is Robert L. Lindborg, of Mere- 
dith Publishing Co. Other officers are 
first vp Pen Sommer, Fairall & Co.; sec- 
ond vp Harry. Watts, Bankers Life Co.; 
Dorothy Maitland of Meredith, secy.; 
Bill Fultz, Meredith, treas. ADAI was 
organized in May 1957 as Art Directors 
and Artists Assn. of Des Moines. Charles 
E. Townsend of Wesley Day & Co. was 
the first president. 

The club’s second annual exhibition 
will be March 30-April 1 at Younkers 
Dept. Store, Des Moines. Screening com- 
mittee is composed of Omaha AD club 
members. Guest speaker at the awards 
dinner, April 11 at the Savery Hotel, 
will be George Baier, vp and executive 
AD, J. Walter Thompson. The show 
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AD ane Di nection 


will tour April 14-28, Iowa State College, 
Ames; May 4-15, Municipal Art Center, 
Davenport; May 20-June 19, State Uni- 
versity of lowa, Iowa City. 

The club’s two March meetings will 
feature west coast illustrator Stan Galli 
on the ilth, and exhibition jury’s com- 
ments on the 14th. 


Boston’s 5th 
opens March 9 


Art Directors Club of Boston’s Fifth 
Annual Exhibition, a selective summa- 
tion of New England advertising and edi- 
torial art, opens March 9, closes March 
12 at the Copley Society. Awards 
luncheon, March 10 at the Hotel Stat- 
ler, will be cosponsored by the Adver- 
tising Club of Boston. George Whinnen 
of Chambers, Wiswell, Shattuck, Clifford 
& McMillan, is chairman of the awards 
and exhibition committees. 


Philadelphia’s 24th— 
May 8-31 


Warren Blair is general chairman of 
the committees planning the Philadel- 
phia AD club’s 24th Annual Exhibition. 
It will be held May 8-31 in the Commer- 
cial Museum of the Philadelphia Trade 
and Convention Center. The show is 
timed to coincide with Philadelphia’s 
celebration of World Trade Week. Ed- 
ward White, AD Atlantic Refining Co., 
is special events chairman. Special pro- 
grams for study of the exhibit will be set 
up for various organizations. 


Reserve before Mar. 25 
for NY awards luncheon 


Reservations deadline for the New York 
club’s awards luncheon, to be held at 
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the Waldorf-Astoria March 31, is March 
25. Reservations may be made singly or 
for tables of 10. Details from Miss Win 
Karn, Art Directors Club of New York, 
115 E. 40 St., New York 16. 


Baltimore’s 9th— 
April 20-May 1 


George Blakeslee is chairman of the 
Baltimore AD club’s Ninth Annual 
Exhibition to be presented in the Main 
Gallery of the Maryland Art Institute 
April 20-May 1. A preview cocktail party 
will be April 19 at the institute. Awards 
luncheon will be April 22 at the Emer- 
son Hotel. 


Pittsburgh names 
Ollie Jochumsen 


1959 officers of the Pittsburgh AD club 
are headed by Ollie Jochumsen, replac- 
ing Joseph Huot in the presidency. 
Other officers are Hy Steinberg, vice 
president; Bob Wolcott, treasurer; Jim 
McIntyre, secretary. Directors are Joseph 
Huot, Jon Jondeleit, Sy Lachiusa. 


chapter clips 


Baltimore: Club’s new promotion plan 
for local talent is an Ad-of-the-Month 
campaign. Judges are two agency ADs, 
two commercial artists, and two copy- 
writers. First winner was VanSant, Dug- 
dale & Co.’s newspaper ad, “Saving for 
a Wedding?”, for Interstate Building 
Assn. of Washington. AD, Stanley 
Paulus. Copywriter, Thomas Mallonee. 
Production, Stanley Czajkowski. 


Chicago: Lony Ruhmann, head of re- 


search department, packaging design, 
(continued on page 49) 
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6230 Yucca Street 
Hollywood 28 
Calif. 


the Magoffin co. 


TYPOGRAPHERS 


HO. 4-7256 
round-the-clock service 








NELSON 


DRAWING 
BRISTOL BOARD 


Creative artists enjoy the 
superb surface and texture 














of this great new laminated i == 
bristol board. a 
Brilliant water color results, ie =» 
excellent for pen techniques. -— 
Opaques respond beautifully a rr 


bristol within its price range 
NELSON bristo! board 50% 
rag- in 22 x 30” sheets- |, 
2, 3, and 4 plys. Kid and 
plate finish. 18c per ply. 


Slightly higher west of the Mississippi ond Canede. 


NELSON adds up to the finest if 
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bienfang paper co., inc. 


metuchen, new jersey 
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it was SHIVA, famed for the finest artist’s colors in 
the universe. Shiva colors are out of this world... 
celestial... brilliant as the sun, luminescent as the 
moon, permanent as time itself. | could go on for 
eons but we haven’t the space, man. Rocket over 
to your nearest earth artist material dealer, meet 
the leader, and you'll spin into orbit. 


At all better artist materia/ dealers throughout the country 


SHIVA coeiate colors 


FACTORY /433 W. GOETHE, CHICAGO 10, ILL.« LAB. /SANTA FE., N. MEX. 
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Y&R names Glenn art Walter P. 
department director Glenn, Young 

& Rubicam vice 
president and manager of the art de- 
partment, was appointed department 
director. He succeeds Fred S. Sergenian, 
who retired after 25 years with Y&R, 
having been art department head since 
1951. Sergenian is a member of the 
NYAD club and the Water Color So- 
ciety. Glenn, a member of the AD club’s 
executive committee, joined the agency 
in 1937. Vp Jack Anthony, who came 
to Y&R in 1934 and has been executive 
art supervisor, now is associate director 
of the art department. Carl S. Harris 
moves up from art supervisor to execu- 
tive art supervisor. 


9th Aspen conference 
June 28-July 4 


Theme of the ninth annual Interna- 
tional Design Conference is Communi- 
cations: New Frontiers Between Man 
and Man. Program chairman Morton 
Goldsholl, Chicago designer, announced 
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Bruce MacKenzie, editor IBM Journal 
of Research and Development, will be 
the keynote speaker. Other speakers and 
panelists include William Golden, cre- 
ative director, CBS Television; Len Lye, 
experimental films pioneer; Richard 
Griffith, curator, Museum of Modern 
Art film library; designer/consultant 
Jim Real; Gyorgy Kepes, professor of 
design, MIT; Ralph Eckerstrom, direc- 
tor department of design, Container 
Corp. of America; Saul Bass. 

The conference will analyze visual 
communications of films, magazines, tv, 
newspapers and books. The designer's 
function, his problems, conflicts, failures, 
successes and potentials, will be dis- 
cussed. There will be seminar-workshop 
sessions, and registrants will get the 
speakers’ papers before the conference. 
For registration or further details, write 
IDCA, 22 E. Illinois, Chicago. 


International ad film 
festival June 9-13 


Sixth International Advertising Film 
Festival will be June 9-13 in Cannes. 
Theatre commercials will be entered in 
11 categories and tv commercials in five. 
Categories are determined by length of 
film and techniques. A Grand Prix du 
Cinema and a Grand Prix de la Tele- 
vision will be presented in addition to 
awards for category entries. Prize-win- 
ning films from past festivals are avail- 
able from members of Theatre-Screen 
Advertising Bureau. 


Brightype comes to New York 


First in NYC to announce installation 
of Ludlow’s Brightype are Skilset Typog- 
raphers and Haber Typographers. Orig- 
inally created for conversion from letter- 





press to offset, Brightype is now usable 
for all repro processes. Basically, it is a 
chemically developed negative or posi- 
tive film of a locked up type form, and 
is said to offer faster, cheaper, distortion- 
free reproduction. 





Wize rs 


E. W. Hencke new art Executive AD 
vp, Anderson & Cairns at Anderson 

& Cairns since 
1953, Everett W. Hencke has been 
elected a vice president. Previous to 
A&C, he had been AD for Fuller & 
Smith & Ross, Richard Chenault, Inc., 
Charles Dallas Reach Co., and the 
Hencke-Wheeler Co. 


‘Creativity,’ new film 
for perceptoscope 


A 16mm. sound Ektachrome film, Crea- 
tivity, is the latest by Dr. Irving A. 
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Taylor, director of Perceptual Commu- 
nication Center, assistant professor of 
psychology at Pratt Institute, and writer 
for Art Direction. Designed by Harry 
Prichett, the film is available as an Ac- 
tivision presentation, comes with a per- 
ceptoscope which can project the film 
as either a motion picture or series of 
stills, can be used at speeds of 24 
frames a second. The perceptoscope, a 
projector with the greatest flexibility, is 
used in perception studies. 

The new film can be shown as either 
a 15-minute or 30-minute presentation. 
It will be available also in 35mm film- 
strip with accompanying explanatory 
booklet. Details from Harry Prichett As- 
sociates, Inc., 48 E. 43 St., New York 17. 
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Bs 
illustrating product image, To intro- 
not product pack duce Rev- 
lon’s new 

cologne for men, That Man, AD Joseph 
Shaw of Heineman, Kleinfeld, Shaw & 
Joseph used a photograph by Bruce 
Knight of Pagano, Inc., which estab- 
lishes the That Man campaign image. 
A special set was designed by Shaw and 
built by him and Pagano after a search 
for a That Man-nish executive office 
proved fruitless. The agency's type di- 
rector Alice Van Strander chose Gara- 
mond, handset by Provident Typogra- 
phers, for Estelle McBride’s copy which 
presents That Man verbally as the illus- 
tration does graphically. And, in a little 
block of Garamond Italic No. 3, bottom 
right, is a whisper of sell copy—but no 
price, no product pack, no where-to-buy. 
Response to the ad, which ran in the 
New York Times and the New York 
Herald Tribune, has been perhaps the 
greatest the agency has ever seen. De- 
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partment stores clamored for the prod- 
uct, decorators for the set. 
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Industrial devel- 
opment advertis- 
ing with a new 
look is the Campbell-Ewald (Detroit) 
campaign for Detroit Edison. AD Doug- 
las MacIntosh uses fine arts illustrations 
by a series of artists to reflect personali- 
ties of cities in southeastern Michigan, 
the campaign theme. All ad _ layouts 
follow, overall, this pattern. This has 
lithograph by Emil Weddige, professor 
of art at the University of Michigan. 
Also represented in the campaign, 
Charles Harper, photographer Philip C. 
Davis, a watercolor by Louise Jansson 
Nobili, a tempera by Charles Wysocki, 
oils by Richard Wilt and John Falter. 


Fine arts appeal 
for industrial ads 





Designer Tom 
Hannan’s record 
cover for Rou- 
lette’s Birdland series employs a locked 
up type arrangement (hand lettering) 
for title, Locking Horns. Clarendon caps 
spell performers’ names. Hannan de- 


Locked up type 
for ‘Locking Horns’ 








cided on type and the locked up look 
as a logical, meaningful design solution 
to the problems of avoiding cliché images 
suggested by the title. Against a black 
background, title is first placed vertically 
in drab olive gray, then placed at right 
angles in soft purple, with the Roulette 
logo. Performers’ names are in blue. 
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Delivering the "goods" to A new ad 
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Kudner’s cam- 
paign for Gen- 
eral Telephone 
Corp. establishes a corporate image of 
growth, opportunity — building confi- 
dence on the part of the investor, em- 
phasizing Gen Tel as America’s second 
largest telephone system. The corpora- 
tion serves suburban and rural com- 
munities. In the series, running in SEP, 
Business Week and the news magazines, 
AD Douglas Leigh provides excitement 
and drama though use of colorful, 
imaginative photography, unusual prod- 
uct situations, the illustration serving as 
integral part of each ad’s message. Bob 


The corporate image 
is growth 
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Peake’s art, bottom, has the Paul Bun- 
yanesque lineman in settings appro- 
priate to each message, providing a 
meaningful color graphic trademark for 
the campaign. The “You have to get up 
mighty early” ad has Becker-Horowitz 


photograph, Photo-Lettering headline. 
Subheads lettered by Tony Stan. The 
“Delivering the goods” photograph is by 
Hammill-Solazzo, headline was lettered 
by Bob Arnold. Body is in Trade Gothic. 
Copywriter, Robert Haig. 











Charles R. 
Hagn probably 
holds a record 
of some sort. In 
1921 he joined the art department 
at Newell Emmett Co. and soon was 
named AD of the Western Electric 
account, which had just begun to 
buy space in national publications. 
Since 1921 he has continued at the 
same agency (which became Cun- 
ingham & Walsh), and so has West- 
ern Electric. Hagn still ADs it. (A) 
is a 1921 WE ad. (B), of course, is a 
recent one. The early ads, Hagn 
reports, “emphasized size and the 
complexities of the various types of 
work done by Western Electric. 
During the war years their adver- 
tising featured the armed forces, for 
which the company made vital 
equipment. After the war, Western 
Electric specialized in advertising 
their services to the Bell System.” 

Hagn, interested in art since boy- 
hood, studied illustrating and paint- 
ing at the Boston Museum of Fine 
Arts School. He won a scholarship 
to the Art Students League in New 
York on the basis of a portrait he 
did during his last year at the 
Museum school. In the army during 
World War I, he studied at the 
Army Art School in Paris. 

When he joined Newell Emmett 
the company had only three large 
accounts—Liggett & Myers, Johns- 
Manville and Western Electric. 
Hagn ADed Johns-Manville as well 
as WE. Over the years he has 
worked on General Electric, Equit- 
able Life, Bank of Manhattan, 
AT&T, Yellow Pages, Hartford Fire 
Insurance Co., Southern Railway, 
Cook’s Travel Agency. 


A 37-year-man— 
same account, 
same agency 
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A design first— For the 
N-M and the RIT process Neciman- 

Marcus 21st 
fashion exposition, The Changing Shape 
of Venus, an interesting design/produc- 
tion effort produced this first major 
project using Rochester Institute of 
Technology's new RIT color process for 
newspaper reproduction. The Dallas 
store’s advertising director Caye Chris- 
tian tells the story: 

“For over a year before the running 
of this supplement, we had been sub- 
mitting material to the Graphic Arts 
Research Department of Rochester Insti- 
tute of Technology as experiment for 
their new RIT color process. When we 
were casting about for an idea to drama- 
tize our exposition in the newspapers, 
we thought of RIT color and asked 
Rochester if they'd be willing to print a 
full scale newspaper run for us. Roches- 
ter had done some experiment work 
with two small newspapers in Florida, 
but nothing’ on the scale that we were 
interested in. Happily for us, Herbert 
Phillips, supervisor of their applied re- 
search section, was more than willing to 
take on the job. 

“The actual size developed out of our 
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need for a poster—four pages, both sides 
printed as double trucks. To do this, 
we had to buy 21x27-inch screens so that 
we could print without a break. Two 
pages (or one double truck) was printed 
in full color, the other in black and 
two colors. Extra copies of the full-color 
side were struck off on heavier stock and 
used as our exposition poster. 


“As for the actual artwork, that was 
grand experimentation. For one thing, 
no artist had ever designed a major 
project particularly for this process be- 
fore, so that we had no guide whatsoever 
other than samples of the intensity of 
color and coverage the process could 
give. In the past, the artists in our de- 
partment have made their own color 
separations for all color ads. Our art 
director, Arthur Shipman, was inter- 
ested in using RIT for this supplement 
primarily because the color separations 
would be executed photographically, 
thus enabling an artist to be a ‘painter’, 
to experiment and to daub—something 
we have not been able to encourage 
them to do for newsprint reproduction. 


“We therefore used this RIT supple- 
ment for experimentation. We experi- 
mented with color. We used combina- 
tion of colors we had never used together 
before for newspapers—vibrant magentas 
and greens in juxtaposition — lavenders 
and oranges. We used many textural 
variations—combining patterned papers 
and painted surfaces. We even stuck on 
a bow that was dimensional. This was 
a test for the cameraman. 


“In order to produce this supplement, 
Neiman-Marcus had to buy the actual 
newsprint as well as pay for the plates, 
screens, special inks, etc. 207,000 copies 
were printed and folded in Rochester 
and shipped down to the Times-Herald. 
The newsprint, incidentally, was slightly 
heavier than usual newsstock, but not 
coated. Mr. Shipman felt that the use 
of a white 34-lb. Frazer newsstock would 
be most effective in furthering the re- 
search into newsprint color. What's 
more, coated stocks used in somewhat 
similar color trials in eastern papers 
(using another process) smudged badly. 
Using this stock and the RIT process 
we had no smudging or strike-through 
whatsoever.” 


David Renning was designer/artist for 
the four-page supplement, Laura Rivers, 
copy chief. The supplement was printed 
on an ATF Webendorfer four-color web 
offset press. Pages one and four of the 
supplement carried the full color printed 
without a break. Pages two and three 
held the black plus two colors. Research 
on what is now known as the RIT color 
process began in 1948 when Rochester 
Institute of Technology and the Litho- 
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graphic Technical Foundation held a 
graphic arts industry conference to in- 
vestigate the possibility of developing a 
system of web offset process color news- 
paper printing that would be high in 








quality, low in cost, and require com- 
paratively little time between receipt of 
color transparencies and printing. In 
1950 a special laboratory was set up in 
Rochester for this purpose. 











Ina-Meta—new, young These 
and in Detroit by desig- 

er/illus- 
trator Ina-Meta of Artstaff, Inc., 
Detroit, show the scope of this new, 
young artist, who emigrated to the 
United States in 1949. Ina-Meta, to 
use her signature, was born in 
Memlland, a region which had fre- 
quently changed hands _ between 
Germany and Lithuania. During the 
war years, Ina-Meta and her family 
traveled Germany, escaping the ad- 
vancing Russian army. After the war, 
considered Lithuanian nationals, 
they were classified displaced per- 
sons and were sent from DP camp 
to DP camp, until they were allowed 
to come to America. Now Ina-Meta, 
her sister and her mother live in 
Detroit while her father, a doctor, 
does research for the American army 
near Paris. 

Abroad Ina-Meta and a Lithu- 
ania artist had done stage sets. In 
this country she attended evening 
art classes, won a scholarship to art 
school, and in Detroit painted 
murals, stage sets, worked as a dis- 
play artist, then as a designer/ 
illustrator. 
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New design feel (A) is the 
comes to business old look of 
magazine field Sales Man- 


agement 
magazine, published by Bill Broth- 
ers, ADed by Rich Life. (B) is the 
new look. Note new logo. It will be 
used on all SM’s print material. 
(C) is an on-the-way-to-a new look. 
This is the red, blue, black and 
white award-winning cover designed 
by Joseph Del Gaudio, member of 
the Parsons’ senior class invited to 






submit cover designs for a $50 first 
prize and publication. The award 
contest was held with the coopera- 
tion of James Frangides, chairman 
of Parsons’ graphic design and ad- 
vertising department. 

Sales Management, which pub- 
lishes twice monthly plus four spe- 
cials yearly, is not sold on news- 
stands, therefore does not need a 
poster look to attract sales, ex- 
plained AD Life. Subscribers are in 
industry, business, advertising. The 
cover usually illustrates the lead 
story, and can be handled differ- 
ently each time, according to theme 
and content of the lead story. Cover 
design may be an abstract, or a pic- 
ture of a company president, or 
decorative art. 

Redesigned book features a new 
body format with greater contrast 
between advertising and editorial 
material. Sales Management thinks 
that this gives advertisers a better 
break, while creating a superior edi- 
torial image. Body type is 9/10 Cale- 
donia. Headlines, lighter than for- 
merly, are in Tempo Bold. Decks, 
smaller and darker, are in 12 pt. 
Spartan Heavy. Captions, darker, 
are in 9 pt. Spartan Heavy. 

The contents page, restyled for 
quick scanning, added air, especially 
between editorial type and adjacent 
ads. Masthead emphasizes, at top, a 
bigger logotype. A new treatment 
for department headings uses head- 
lines in color or b/w, depending on 
color breakup of each issue. Column 
widths in the Letters and the High 
Spot Cities departments have been 
narrowed a pica, for better separa- 
tion between editorial matter and 
advertising. * 








(continued from page 43) 


Container Corporation of America, dis- 
cussed Research Tools in Package De- 
sign, for recent club meeting. He showed 
color slides from CCA’s library of 
graphic solutions to packaging problems. 


Philadelphia: New members are Ed Behm, 
Gerard Bors, Pete Cromwell, Margaret 


Art Direction / The Magazine of Creative Advertising 


Hawley, Bill Holland, Marge Mensick, 
John Price, and Dick Yeager . . . Recent 
speaker was native son Walt Kelly. Pres- 
ident Ray Ballinger gave Kelly the club’s 
Medal of Achievement . . . Shown at a 
recent meeting was a 75-minute color 
slide-film shot last summer in Belgium, 
Germany and Austria by John M. Price, 
tv AD at N. W. Ayer. It uses a new 
system of synchronization to Ampex 
stereophonic sound. 


Pittsburgh: Recent meeting was a plant 
tour of Davis & Warde, typesetters. A 
movie and slide films were shown . . 


/ March 1959 


Club’s former president Joseph Huot 
was guest speaker at the installation din- 
ner of the Canton Art Club, recently 
organized. Mike McCann is the first 
president . . . Pittsburgh club’s 1958 
show is touring . . . New members are 
O. Kern Devin, Jr., AD Barton Gillet 
Co.; Michael T. Goorevitz, AD Brahms- 
Gerber; George L. Pfarr, artist, Martin 
Co.; Richard H. Harryman, design il- 
lustrator, Martin; Re-accepted members 
are William Hunter, of W. B. Doner 
& Co.; Lenny Smith, of James B. Rogers; 
Mary Stock, of General Co.-Lock Insu- 
lator Div. * 







49 



































2) 


%) 


4) 


5) 


6) 


7) 


8) 


9) 


Art Direction’s critic panel has added 
two new members, Lester Rondell and 
Onofrio Paccione. Rondell, a former 
president of the NYAD Club has for the 
last two and a half years been art group 
supervisor at Grey. He has been an 
agency AD for over 20 years. A frequent 
exhibitor and award winner, his second 
one-man show was held in January at 
the Petite Galerie, where 22 out of the 
26 oils on display were snapped up 
opening night. Paccione, also an art 
group supervisor at Grey, ADed $5 mil- 
lion Revlon account at 23, holds awards 
from AD and TDC exhibitions, is a 
member of the Advisory Commission 
at NYC Community College of Applied 
Arts and Sciences. 


1. Hammond bests the mold 

“Pharmaceutical announcements have 
now reached the point where they are 
tiresome in their slickness—a failure due 


CYTELLIN 


reduces elevated serum Ralaterel 


WHAT'S NEW...WHAT'S BEST 


to their success. Their tremendous im- 
provement and acceptance some years 
back has now created a mold. The 4 
color process folder for Eli Lilly & Co. 
designed by AD Charles Hammond is 
one of the better applications of this 
mold.” Photography, Straus-Hoffmann, 
Chicago. Printed by Sleepeck Prtg. Co., 
Chicago. 


2. A Federico ‘moving’ notice 

“Moving” has now become a design 
category, sO many noteworthy pieces 
having been produced. Gene Federico’s, 
for his own agency, Douglas D. Simon 
Advertising, is a 4 color 4 pager. Cover 
is a b/w photo by William Helburn. 
Inside spread has “We” in chrome yel- 
low, “move” in orange, both lettered big. 
Address in brilliant red is on top left of 
spread, and phone number in blue, top 
right. Page 3 also centers signature, small 
red italics above a black bar. Letterpress 
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Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 


by Advertising Agencies Service Co. on 
Lusterkote. 


3. ‘Refreshing’ 

“Volkswagen illustration is a refreshing 
example of effectively fitting the picture 
to the product, the public and the pub- 
lication. It creates a distinctive brand 
image with humor, charm, a fresh orig- 
inal use of color, and eight words of 
copy. Simple layout and unpretentious 
use of bleed and type enhance attention 
value of the illustration.” 

This is latest in the one-a-year series 
entirely (including engraving) prepared 
by Volkswagen advertising department, 
Germany, and appeared in New Yorker 
and Holiday. It was adapted from a 
poster by Swiss designer Donald Brun. 
Types are Bodoni for the copy, Mem- 
phis for the sig. Other U. S. Volkswagen 
advertising by Volkswagen of America, 
Inc. 


4. ‘Exciting symbolic interpretation’ 


“Did you see the editorial jazz supple- 
ment in Esquire magazine, photo- 
graphed by Art Kane for Esquire AD 
Bob Benton? The supplement consisted 
of portrait of jazz giants Louis Arm- 
strong, Duke Ellington, Lester Young 
and the late Charles Parker. Each photo- 
graph was conceived with great imagin- 
ation and brilliantly executed. Here por- 
trait photography has gone many steps 
forward. These portraits are not con- 
cerned with literal presentation of fa- 
mous faces but with symbolic interpre- 
tation of the personalities. Symbolic por- 
traits always become more exciting in 
the area of recognizable personalities, 
since it helps take it way beyond the 
8x10 publicity-released fan photos. The 
photographer’s use of available light 
helped to achieve the depth of reality 


which heightened the mood of each pic-- 


ture. Lester Young was shot in the fun 
house showing his distorted image.” 
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5. A new element—light 

This trick insertion for Ancient Age, 
run back to back in LIFE, was the work 
of DDB AD Helmut Krone and writer 
Ron Rosenfeld. Actually, Krone sug- 
gested the copy and Rosenfeld the see- 
through positioning. Marty Bauman was 
the photographer. 

Ad forces reader to handle page and 
use light—a rarity in magazine advertis- 
ing—factors judges felt increased value 
of ad to advertiser. Agency PM Mel 
Lewis had to keep within LIFE’s 14” 
tolerance for register, pulled countless 
proofs to determine correct color values. 
Note “bright” in copy under box, which 
LIFE required to emphasize opacity of 
their 40 Ib. machine coated stock. 


6. Trademark shape a display 

“AD/designer Sigmund F. Purwin clev- 
erly used manufacturer’s trademark as 
shape for this counter display. Castle 
tower suggests the long noble tradition 


) 








of the product. Vacuum formed plastic 
with wire structure, 15x20 inches, in 
turquoise with white copy. Producer, 
W. L. Stensgaard & Associates. Client, 
Haviland China Co.” 


7. Product animation-+ live photography 
To demonstrate safety and flexibility of 
Johnson & Johnson Cotton Buds Y&R 
AD Stephen Frankfurt designed and 
produced a tv film combining very well 
done live photography with interesting 
product animation. The product in stop- 
motion animation is superimposed over 
footage of active baby. Sound track has 
amusing musical score composed by 
George Bassiman, and actual sounds of 
a nine months old boy. Production by 
On Film Inc. 


8. Nonlabel stock for limited sale 
Cerwin Vineyards, Sonoma, Calif., limits 
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production of its wine, numbers and 
gift-wraps its bottles. For required feel- 
ing of quality and individuality, Walter 
Landor and Francis Mair designed a 
label of Strathmore double deckle ivory 
with elegant unbordered calligraphic let- 
tering. The stock is not suited for ma- 
chine labeling and had to be done by 
hand. Printed red and black by Jorgen- 
son & Co., S. F. 


9. Street signs for radio campaign 
“Some ads don’t mean very much ex- 
cept when run in a-series. This is that 
kind of campaign. With some of the 
smallest newspaper ads, a very effective 
cumulative result is created by a con- 
sistent build-up of interest with each ad. 
Typical road signs are used as attention 
getters. Then the copy goes on to make 
its point about WRCA’s various pro- 
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grams, with sign words as take off into 
message. The series definitely shows what 
can be accomplished with a very small 
budget.” Art group supervisor, Robert 
Dolobowsky, Grey. AD, Hal Chazen. 
Art, Illustrators, Inc. Type, News Gothic 
and Franklin Gothic. Copy, Sam Abe- 
low, Frank Wiener. 


10. Hard to miss 

Brilliant coloring, simple design and 
logo, short headline, direct copy make 
this hard to miss, easy to read. For Con- 
necticut General Life Insurance Co., this 
ad ADed by Alan Soloway, Cunningham 
& Walsh, appeared in Business Week, 
other business publications. Art by Alan 
Soloway, and Hoot Von Zitzewitz of 
Lester Rossin Assoc. was prepared with 
Cello-Tak sheets, reproduced by 4 color 
process. 


11. Outdoor teamed with newspapers 
For Ohio Oil Co.’s Marathon Gas, N. W. 
Ayer created a campaign combining 24- 
sheet posters with newspapers. AD Bryn 
Craig planned design, copy, mood and 
color in the two media to tie in strongly. 
This important use of outdoor was big 
factor in judges’ choice. Artist Robert 
Cargill popped earmuffs with Day-Glo 
red, used a softer red for logo. Copy by 
Donald Russell. 


12. Combination corporate/ product image 
Nabisco packaging by Raymond Loewy 
implants an image not only corporate 
but for specific products. Judges chose 
selection for this reason and because of 
packaging’s major role in McCann-Erick- 
son’s print ads, especially AD Tom 
Heck’s recent double spread in Life 
featuring a full line of packages plus 
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ideas for product use. Photography by 
Marty Bauman. For these three, a spe- 
cial group within Nabisco’s long line, 
white shapes derived from products are 
used for individual emphasis. Corpora- 
tion image motif is red triangle, top left. 


13. ‘Well solved merchandising problem’ 
“Designer Randall Jelinek gave a well 
balanced elegance for supermarket ter- 
ritory, where men’s shirts are newly in- 
troduced. Shipper expands into compact 
floor stand, displays 72 shirts, with 
shelves and poles separating nine as- 
sorted sizes. White corrugated paper 
board, printed by rubber plates includ- 
ing illustration in gray, charcoal and 
red-orange. Produced by Container Cor- 
poration of America, Albert Kner, direc- 
tor Design Laboratory. Client, A. B. 
Robbins Shirts.” 









use of symbols 


Elvot, Maxwell, 


What do symbols mean to industry? Can 
the art of symbolism be reduced to a 
science? How do symbols work on us? 
What do visual symbols mean in adver- 
tising? In TV? These and many other 
questions pertaining to symbology will 
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5Y MBOLOGYSYMBOLOGY 


in visual communications 

to be examined by Olivetti, 
Modley, Taylor, Cone, Stanton, 
Dr. Marti-Ibanez 


be raised and discussed during the 
Fourth Annual Conference on Visual 
Communications. Sponsored by the Art 
Directors Club of New York, the Con- 
ference will be held at The Waldorf 
April Ist and 2nd. 





Conference speakers include: 

Dino Olivetti, vice president of Ing. 
C. Olivetti & C., SpA., of Ivrea, Italy 
and one of the leading exponents of the 
use of symbols in industrial design and 
advertising, is crossing the Atlantic to 
speak on the significance of symbols to 
industry. 

Rudolph Modley, internationally 
known design authority who has been 
commissioned by the Fund for the Ad- 
vancement of Education of the Ford 
Foundation to make a pilot study of 
symbology, will present his preliminary 
findings as to whether the art of sym- 
bolism can be successfully reduced to a 
science on which an internationally un- 
derstood visual language can be based. 
This will be the first public report on 
the study. 

Dr. Irving Taylor of Pratt Institute, 
whose talk on “The Nature of the Cre- 
ative Process” at the Third Gonference 
received such acclaim, will speak on 
“Psychological Aspects of Symbols.” His 
talk is based on original research, the 
findings to be presented at the Confer- 
ence for the first time. 

Fairfax Cone, Chairman of the Execu- 
tive Committee of Foote Cone & Bel- 
ding, will speak on the application of 
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symbology to advertising, and Dr. Frank 
Stanton, President of Columbia Broad- 
casting System will discuss the signifi- 
cance of symbols in visual communica- 
tion as applied to television. 

An international code of traffic sig- 
nals will be the subject of a talk by 
William G. Eliot, 3d of the Federal 
Bureau of Roads, who has represented 
this country in discussions of this sub- 
ject with a United Nations Commission. 

A feature of one of the luncheons wil! 
be an interpretation of hobo signs as a 
means of communication by James A. 
Maxwell, the writer and author of a 
| definitive article on this aspect of Amer- 
icana in the magazine Portfolio. 

Religious symbolism will be presented 
by an Invocation by Father Walter 
Darcy given in silence by symbols to 
scommunicants who are deaf, and Rev- 
erend Marvin Pierce Halverson, Execu- 
tive Director, Department of Worship 
and the Arts, National Council of the 
Churches of Christ in the U.S.A., who 
will speak on the significance of reli- 
gious symbols. 

The symbology of medicine will be 
presented by Dr. Felix Marti-Ibanez, psy- 
chologist and editor of MD. Other 
equally qualified speakers will discuss 
symbology in art, design and language. 

The Conference Program Director is 
Elwood Whitney, senior vice-president 
and a director, Foote Cone & Belding, 
and the Chairman of the Conference 
Committee is William L. Longyear, 
Chairman of the Department of Adver- 
tising and Design, Pratt Institute, and 
design consultant to industry. Members 
of the Committee include Wallace Hain- 
line, representing the Executive Com- 
y mittee of the Club; Don Barron, Pub- 
! lisher of Art Direction; Dr. M. F. Agha, 
design consultant; Wallace Elton of J. 
Walter Thompson Co.; William Froh- 
lich of L. W. Frohlich; George Elliott 
of McCann-Erickson, Louis Dorfsman 
. of CBS Radio, William Taubin of Doyle 
Dane Bernbach, Inc., and Edward Ros- 
tock of Ashe & Engelmore Advertising 
Inc., Design Chairman. 
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The Conference will be held on 9) 
on Wednesday and Thursday, April Ist 
and 2nd, with morning and afternoon Dino Olivetti 
sessions, and luncheons. The fee for the Rudolph Modley 


1) 
2) 


Conference is $50, including luncheons. - @ On: ald ie 
Registration may be made through the as . 
Conference Secretary, Art Directors Club 4) Pairfen Cone 


of New York, 115 E. 40th St., New 5) James A. Maxwell 


6) Rev. Marvin P. Halverson 


York 16. 

The Conference coincides with the 7) Elwood Whitney 
annual meeting of the Nsap so that a 8) Witten Renae 
representative attendance from out of 

P . - . 9) Dr. Felix Marti-Ibanez 
town clubs is desired. + 





Art Direction / The Magazine of Creative Advertising / March 1959 





THE ADVERTISING MESSAGE 


1) Art: Edward Dickey 
Client: Experimental 

2) ADs: Vern Leibrandt, Tom Kamifuji 
Art: Tom Kamifuji 
Agency: Young & Rubicam, Inc. 
Client: Kaiser Aluminum & Chemical Corp. 
AD: Lloyd Pierce 
Art: Bruce Butte, Chuck Wertman 
Agency: Dancer-Fitzgerald-Sample 
Client: Guild Wine Co., Lodi, Cal. 
AD: Jerry Huff 
Art: Atherton Mitchell, Bruce Hopper 
Agency: Botsford, Constantine & Gardner 
Client: Japan Air Lines 
AD: Cal Anderson 
Art: Larry Rehag 
Agency: Cunningham & Walsh Inc. 
Client: Qantas Empire Airways Ltd. 

) AD: Lloyd Pierce 
Art: Ed Shuster, Don McKee (Landphere 
Assoc.) 

Agency: Dancer-Fitzgerald-Sample 
Client: Tri-Valley Packing Association 
ADs: Tani, Robertson, Montgomery 
Art: James Robertson, Bruce Montgomery 
Client: Graphic Design Associates 








AS CREATIVE 


The West Coast 

is breeding a generation 
of artists and designers 
which combines youth, 
talent and a 
businesslike acceptance 
of the advertising 

and communication 


problem 




















MATERIAL 


A bit of checking back and forth among 
the award winners in the current New 
York AD show (to be reviewed in next 
month’s Art Direction) and the West 
Coast show reviewed in this issue reveals 
some common denominators. 

In both shows the entries and the 
judges leaned toward emphasis of the 
message or ad problem and how well the 
purpose of the piece was carried out. 
This approach need not rule out in- 
dividuality or creativeness, but does 
indicate a maturity in the thinking of 
ADs coast to coast. 

There was a time when changes of 
thinking in the ad art field took place in 
New York, were slowly copied elsewhere, 
and by the time the “trends” had 
reached the hinterlands or the West 
Coast they were old hat in the East. 

Today, if the current West Coast 
shows and judges’ comments mean any- 
thing, not only has this lag disappeared, 
but the West reaches its own conclu- 
sions independently and simultaneously. 

The following statements by a San 
Franciscan Art Director and a S.F. 
artist show how the Coast has come of 
age—and knows it. 

The pictures shown are from the re- 
cent San Francisco show (for top win- 
ners, see Art Direction for November 
1958) and illustrate the area’s maturity 
not only in art and design but in de- 
riving visual solutions for advertising 
problems. 


generous development of young talents... 
“Advertising Art Exhibitions tell only 
a limited story of the art produced in a 
region. This is particularly true of the 
San Francisco area where, selecting pieces 
for our annual shows is made difficult 
by a wealth of fresh art statements and 
by the generous development of young 
talents. This area has been on a high 
creative level for many years. The rea- 
sons are inherent in local conditions. 
“The volume of work here is not large 
enough to permit specialization. The 
illustrator or designer is also competent 
at layout. He can work in black or white 
or color, for the magazine, newspaper 
or .poster. Agencies and artists are cen- 
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trally located so that he may know not 
only the art director but also the copy 
writer and account executive. Often he 
will work directly with the advertiser 
and share fully in his problem. He ac- 
cepts the advertising message as creative 
material. But probably most important, 
the wealth of local talent sets a fast pace 
and the artist accepts the best work done 
anywhere in the world as his competi- 
tion.” 

Paul T. Carey, Logan & Carey 


a most significant showcase . . . 


“In New York during the thirties it was 
generally believed that _ civilization 
ended at a line just west of Grant's 
Tomb. Later this line was reluctantly 
shifted to include Chicago. 

“After a look at this year’s West Coast 
Exhibition of Advertising Art it is clear 
that civilization has finally made it over 
the High Sierras and reached to the 
coast, at least in the field of advertising 
art and design. The West Coast show—a 
comparative youngster—has not only 
come of age but may soon be telling the 
old man a thing or two. 

“As a San Franciscan of twenty years— 
recently returned from a two year stint 
in Detroit—I was privileged to be in- 
volved in the judging of both the West 
Coast show and the local San Francisco 
show. In my opinion, this area is breed- 
ing (and attracting) a generation of 
artists and designers that can hold its 
own in any company. In Detroit we 
were more interested in creative vitality 
than in geography; so an_ increasing 
number of layouts are now coming west 
via wire photo. 

“The all West Coast show is now well 
established and well organized on a re- 
gional basis. The fact that it is sponsored 
by one of the participating cities rather 
than all of them is of secondary im- 
portance. If inter-city rivalries and pride 
in local shows can be subordinated to 
the main effort—this can well become the 
most significant showcase of advertising 
art and design in the country.” 

Robert B. Freeman, Creative Director 
Weiner & Gossage Inc., 

149 California Street, 

San Francisco, California. 








“This pre-cooked method of presenta- 
tion, although practical, has been to a 
large measure responsible for much de- 
cadence in American advertising.” So 
advised Art Kane (AD, Irving Serwer, 
former AD “17” magazine) at Cincin- 
nati’s award luncheon. 

Admitting that many wonderful ads 
and ideas have weathered the comp sys- 
tem, Mr. Kane’s concern is “for the plight 
of the idea that can not be put down on 
paper, that depends upon a certain free- 
dom of expression and interpretation, 
that starts with one thought and possibly 
develops into another. Such results,” 
he says, “would inevitably be misrepre- 
sented in a comp.” 

Creativity depends upon freedom, 
trial, error, and Mr. Kane sees comps 
stifling creativity, by overavoidance of 
error, by fear of the unknown and un- 
expected. Many top designers, who avoid 
agencies as outlets for their expression, 
go from thumbnail sketch into produc- 
tion. Mr. Kane admits this system im- 
plies a big dose of client confidence. 
The increasing use of photography in 
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pecieeath 


WITH THE COMP... 


recent years has also made comps less 
meaningful, particularly if the creative 
photographer is to be given his head. 
Penn, Avedon, Haas, Stern developed 
new concepts stemming from the in- 
herent qualities of the camera and none 
of which could have derived from fin- 
ished comps. 

Summing up his thesis, Mr. Kane said: 
“The finished comp has little respect for 
that which does not exist, for that which 
does not exist cannot be put down on 
paper .. . the comp system is partly the 
result of a philosophy that does not af- 
ford the privilege of making a mistake 

. to avoid error and to achieve abso- 
lute perfection at all times is not the 
way to discovery to discover one 
must first be curious, and it is my hope 
that one day curiosity will kill the 
comp.” 

The show was judged by Eva Hoff- 
mann and Lester Rondell (Grey Adver- 
tising) and Arch Drummond, (Walter 
Dorwin Teague Associates). Show chair- 
man was Paul Stewart. Winners of the 
Distinction Award are shown here. * 














Art Kane advises 


Cincinnati ADs 


at their 7th 


annual awards dinner 


Photo: Show chairman, Paul Stewart, guest 
speaker Art Kane. and club President, Philip 
R. Goyert. 


1) Designer: Herb Lubalin 
Agency: Sudler & Hennessey 
Advertiser: Wm. S. Merrell Co. 


2) AD: Vernon Rader 
Art: Tom Heitkamp 
Advertiser: Procter & Gamble 


3) AD: Marguerite Broaddus 
Art: Mary M. Sherman 
Advertiser: Mabley & Carew 


4) Designer: Stan Brod 
Advertiser: Jewish Community Center 


5) AD: John Zeigler 
Photographer: Mark Shaw 
Advertiser: Procter & Gamble 


6) AD: Richard Reif 
Art: Justin B. Kendig 
Agency: Farson, Huff & Northlich 
Advertiser: R. K. LeBlond Co. 


7) AD: Vernon Rader 
Photographer: Ray Eagen 
Advertiser: Procter & Gamble 


8) AD: Joe Sieber 
Designer: Paul Stewart 
Advertiser: Cincinnati Milling Machine Co. 


9) Designer: Herb Lubalin 


Agency: Sudler & Hennessey 
Advertiser: Wm. S. Merrell Co. 
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the future belongs to | 
the airman! | 


A 


US. AIR FORCE | 


more than contemporary... 


that’s the problem of Army, Air Force recruiting promotion 
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Giving an ad, a package, a display, a 
roduct a look of todayness to clinch 
ppeal to 1959’s big young market is the 
job of most advertising ADs and artists. 
That’s one reason why so many artists 
ind ADs are young. They’ve got the 
1 for visually talking to and selling 
Btheir contemporaries. Youth is in de- 
hand not because of nor in spite of its 
Pstate of technical perfection in drawing 
or photographing or designing, but be- 
cause of its psychological rapport with 
an increasingly important segment of 
today’s market. 
But todayness isn’t enough for the 
recruiting promotion of the armed 
forces. A space age look is a must. Out at 
Governors Island a recruiting promotion 
center works jointly for the Army and 
the Air Force, has an art and design 
staff recruited from the commercial field 
and the top art schools, buys its printing 
from commercial printers (when volume 
was greater in previous years the center 
had its own presses). Material is fully 
professional, creative, and contemporary- 
plus. 
Work shown here was produced in 
1958 and 1959 under the direction of Lt. 
Sheldon J. Streisand and later Lt 
Abram Rudisill. Both are Pratt Insti- 
tute graduates. Now back in civvies, 
Streisand is a designer with the promo- 
tion department of Popular Science 
Publishers. 
To tell the story of enlistment oppor- 
tunity the staff seeks new moods, uses new 
and bold shapes, blazing colors, imag- 
inative design, and space age symbols. 
Some of the staff artists working with 
Lt. Rudisill, and their most recent com- 
mercial affiliations, are: 
A/2C Tony DiNucci—Assistant Art Di- 
rector, American Weekly Promotion 
Department. 
vt. Alexander W. Tsao—Assistant Art Art: PFC Harvey Appelbaum 
Di isi i : Lt. J. Streisand 
sag C.B.S. Television Stations -_ ~~ caliat John jer 
pec. 4 William L. Hofmann—Illustrator poo pan Bang. day trace 4 
/and member of A.W.S. AD: Lt. Sheldon J. Streisand 
PF.C. Tony Oliveto—Designer, L. W. Photo: A/2e Tony DiNuceci 
| Frolich & Fairchild Publications. : AD: Lt. Abram Rudisill 
F.C. Doloph LeMoult—Asst. Promo- ; pes beigrasnage the op 30 
tion Art Director of Popular Science a oda Art: SP-4 William Hofmann 
Pub. Designer: A/2¢ Tony DiNucei 
WC. Remi Kramer—Art Director of 
» UCLA and free lance. 
c. ¢ Harvey Appelbaum—Art Direc- 
‘tor, Graphic House. * 





AD: Lt. Sheldon J. Streisand 
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1) Best-of-show 
AD: Thom Lafferty 
(Lewin, Williams & Saylor) 
Photo: William Helburn 
Agency: Fuller & Smith & Ross 


is a hard, critical New York look best Client: ALcon 














2) AD: Arnold Varga 


when judging new ADC shows as... Photos: Harold Becker, Irwin Horowie 


Agency: Ketchum, MacLeod & Grove 
Client: Columbia Southern Chemical C, 


pittsburgh’s 


Pittsburgh's first show, in 1957, included 185 pieces. The ADSP felt 
it had come of age, looked to raise its standards, invited an all New 


York jury (Bob Gill, Bill Golden, Doris Lee, Alvin Eisenman and o) AR: dou Verge 
al A . : * 3 Art: Ed Lawrence Studio 
William Taubin) to subject its entries to the same acid tests the older Photo: John Joyce 
° P ° Agency: Ketchum, MacLeod & Grove 
and bigger shows survive and thrive on. Client: Columbia Southern Chemical Corp, 
Show chairman Al Keifer, discussing the pros and cons of applying 
the highest critical standards to the younger shows says, “. . . You may 
decide that future juries be deliberately selected to look at us differ- 5) AD: Pronk Perry 
ently . . . that they be chosen to look less critically is a real danger to Agency: Ketchum, MacLeod & Grove 


: ‘ ~ Client: Herbick & Held Printing Co. 
our continued high standards. 


Cincinnati’s Noel Martin told the awards dinner there's too great a 
tendency on the part of too many modern designers to imitate current 






i i i 7 i 5) AD: Tom Ross, Frank Perry 
fads in design and typography, urged more serious study of design Sees in deta 
principles and history. Agency: Ketchum, MacLeod & Grove 





Client: Herbick & Held Printing Co. 





Some of Pittsburgh’s top pieces are shown here. a 













AD: Arnold Varga 
Art: Federman, Adams & Colopy 

Agency: Ketchum, MacLeod & Grove 
Client: Department of Highways 













AD: Arnold Varga 
Photo: Lester Bookbinder 

Agency: Ketchum, MacLeod & Grove 
Client: Columbia Southern Chemical Corp. © 














AD: Arnold Varga 
Photo: Wingate Paine 

Agency: Ketchum, MacLeod & Grove 
Client: ALCOA 
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For years, the artist has balked at 
paying the New York State Unincor- 
porated Business Tax under the 
theory that he is exempt from this 
tax by virtue of his professional sta- 
tus. The State Tax Commission dis- 
agrees. In this article, the authors, a 
brother team of tax counsel and cer- 
tified public accountants, analyze the 
tax statute and its application to the 
art profession. 
Paul R. Pops is an attorney and certi- 
fied public accountant engaged in the 
general practice of law in New York 
City, while also specializing in tax and 
legal matters of the Graphic Arts Indus- 
try. He is a member of the faculty of 
Pace College and Brooklyn College, and 
holds membership in the New York 
County Lawyers’ Association and the 
New York State Society of Certified Pub- 
lic Accountants. 
Joseph L. Pops is a senior partner of the 
firm of JosepH L. Pops & Co., Certi- 
fied Public Accountants, New York City. 
The firm specializes in accounting and 
tax matters of the Graphic Aris Indus- 
try and allied fields. Mr. Pops is a mem- 
ber of the New York State Society of 
Certified Public Accountants and prac- 
tices extensively before the U.S. Treas- 
ury Department. He is a Graphic Arts 
business consultant and has lectured be- 
fore such groups as the Artists’ Guild, 
Inc., Industrial Design Institute and the 
Type Director's Club. 


history 


The New York State Unincorporated 
Business Tax was originally adopted to 
take effect on January 1, 1935 as a 
“temporary” tax based upon the income 
of virtually every enterprise not covered 
by the corporation franchise tax. The 
tax was extended annually until 1947, 
when it was adopted as a permanent 
feature of the tax laws. 

Prior to this date, income producing 
enterprises were not taxed on their in- 
come by the State of New York unless 
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OR NOT? 


by Paul R. Pops (above) Attorney at Law, Joseph L. Pops Certified Public Accountant 


they were operating as corporations, 
which were subject to the corporation 
franchise tax for the privilege of doing 
business in this state. The corporate 
form of organization carried with it 
many advantages. The two most im- 
portant advantages being the limited li- 
ability in case of lawsuits and a wider 
distribution of ownership among many 
stockholders, thereby making capital 
more readily available from the small 
investments of many. In exchange for 
these and other special privileges, the 
State imposed the “price” of a corpora- 
tion franchise tax on the income of 
these fictitious entities created by law. 

Perhaps, after seeing the income re- 
aped by the corporation tax, the legisla- 
ture, to obtain needed additional re- 
venues, decided to extend this tax to all 
other businesses, which were not in- 
corporated, therefore, the name “un- 
incorporated business tax”. 

With the passage of this new tax law, 
virtually all income producing enter- 
prises, large or smail, were subject to 
either the corporation franchise tax or 
the Unincorporated Business Tax, with 
a very limited exception ... certain enu- 
merated professions and other profes- 
sions which otherwise complied with the 
exemption provisions of the Tax Law. 

The tax immunity granted to some 
persons engaged in non-enumerated 
professions has given rise to more than 
two dozen court cases by taxpayers anx- 
ious to prove their right of exemption. 
There ave numerous unreported cases, 
which have not been officially published 
in the law books or legal periodicals, 
which have denied this right of ex- 
emption to the taxpayer. Many more 
of these cases are now pending before 
the State Tax Commission, some of 
which concern clients of the authors 
and their associates. 


procedure 
Many a reader of this. article has been, 
or will be introduced to the “exempt 
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status” dilemma by the receipt through 
the mails of an additional tax assess 
ment bill from the State of New York. 
This notice will abruptly acquaint him 
with the fact that there is an additional 
tax due, with penalties and interest, for 
an Unincorporated Business Tax which 
has not been paid for some prior year. 
On consulting with his Certified Public 
Accountant who prepared the income 
tax return for the year in question, the 
taxpayer will probably learn or have 
his memory refreshed by the accountant, 
that, after extended discussions, the tax- 
payer felt that he was exempt from 
this tax because he deemed himself to 
be engaged in a profession, and upon 
the advice of his C.P.A., he did not pay 
nor file this section of his State Income 
Tax Return. 


hearings 

Since the taxpayer still maintains his 
right to an exemption, he will then file 
an “Application for Revision or Re 
fund”. The State Tax Commission, as 
an administrative body of the govern- 
ment, will then conduct an informal 
hearing affording the taxpayer an op 
portunity to present his case before the 
Commission with the aid of his C.P.A. 
and legal representative. 

If the taxpayer is successful at this 
informal hearing, he need proceed no 
further. More frequently, or as some 
groups of taxpayers feel, always, the tax- 
payer is denied his contention, where- 
upon he may either abide by the Tax 
Commission’s decision and pay the tax 
and penalties assessed, or request that 
his case be placed on the calendar of 
the State Tax Commission for a formal 
hearing. 

In deciding whether or not to pro 
ceed with a formal hearing, the tax- 
payer must seriously consider and evalu- 
ate his case and, 

a. weigh the facts necessary to prove 

his case, 


(continued on page 81) 
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14th annual Western exhib 
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There were many “firsts” in the 14th 
Annual Western Exhibition of Adver- 
tising and Editorial Art. It probably 
was the way the show was put fo- 
gether that created a new trend or 
some “‘firsts”’. 

For example, the Art Directors 
Club of Los Angeles decided to both 
screen and judge the entire show 
with one group of 14 judges repre- 
senting the 11 Western States, Alaska 
and Hawaii. They looked at approx- 
imately 4000 pieces to select a show 
of about 260 pieces. (The most select 
show the West Coast has ever pro- 
duced.) These people spent 3 days 
and 3 nights doing this almost im- 
possible job. 

Another “‘first’’ on the Coast was 
the awarding of Client Awards to the 
top medal winners. This, we feel, is 
a natural trend to put emphasis 
where it belongs; with the client who 
will buy the best creative thinking 
he can get. 

Still another “‘first’ was a “Cam- 
paign Award’. One campaign was 
selected out of the entire show for 
special mention. The campaign se- 
lected was a complete integration of 
many media including TV. 

If trends mean anything, one this 
year was in the attempt to judge ad- 
vertising as communication, not as 
art. Consequently, if the best possible 
screening and judging are a criteria, 
then you have the result shown here 
—the best consideration that can be 
given any group of pieces. 

This was in no way a representa- 
tional show, but a reflection of the 
best creative thinking done in West- 
ern advertising regardless of cate- 
gory. Every piece was selected 
strictly on the basis of quality, not 
merely to satisfy a quota. 

The judges were: Jack Allen, San 
Francisco; Fred Cole, San Francisco; 
Keith Oka, Spokane, Wash.; Calvin 
Anderson, San Francisco; Don Allen, 
Portland, Ore.; Robert Freeman, San 
Francisco; Sau! Bass, Los Angeles; 
Bill Tara, Los Angeles; Hugo Ham- 
mer, Los Angeles; Gene Kramer, Den- 
ver, Colo.; Jack Roberts, Los Angeles; 
Douglas Murray, Seattle, Wash.; 
Robert Wheeler, Los Angeles; Leon- 
ard Parker, San Diego, Calif. 

Douglas Kennedy, 


Exhibition Chairman, 
Art Directors Club of Los Angeles 


single jury, client awards, campaign awards, among 
the “firsts” in the 14th Annual Western Exhibition 
of Advertising and Editorial Art 



















Divided opinion... 


Keith Oka, Hugo Hammer, Sou! Bass, Bill Tara, Jack Roberts 
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1 AD: David Rose, Photo: Paramount 
Pictures, Ray Rennahan, A.S.C., Client: 
Warner Bros. Records, 2 AD: John 
Flack, Art: Lowell Herrero, Design: John 
Flack, Client: California Dairy Industry, 
Agency: Cunninghom & Walsh inc., 
(Foster & Kleiser Award for best outdoor 
poster), 3 AD: Marvin Schwartz, Art: 
Gene Grant, Client: Capito! Records, 
Inc., (Dillon Lauritzen Memorial Award 
for best painting in the show), 4 AD: 
Saul Bass, Art: Saul Bass, John Whitney, 
Producer: Paramount Pictures, John Ful- 
ton, Client: Alfred Hitchcock, Paramount 


Pictures 











5 AD: Designer: Sau! Bass, Producer: Client: Stanley Kramer Produc- 
tions/U.A., 6 AD: Stan Freberg, Producer: Jacmar Productions, 
Animation Director: Ray Patin, Client: Butter-Nut Coffee, Agency: 
Buchanan-Thomas Adv. Co., Omaha, 7 AD: Art: Design: West Coast 
Designers, Client: Animation, Inc., 8 AD: Design: Saul Bass, Art: 
Henry Markowitz, Harold Adler, Client: Otto Preminger, Columbia 
Pictures, 9 AD: Ronald Searle, Producer: Playhouse Pictures, Quartet 
Films, Inc., Animation Directors: Arthur Babbitt, Bill Melendez, Client: 
Standard Oil of New Jersey, Agency: Transfilm Inc. for McCann- 
Erickson, 10 AD: Barbara Wood, Art: Betty Brader, Client: Rose 
Marie Reid, Agency: Carson/Roberts/Inc., 11 AD: Design: James 
Cross, Don Kapp, Client: U.C.L.A. 
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12 AD: Tom Gory, Art: Earl Thollander, Client: 
Morton Salt, Agency: Needham Lewis & Brorby, 
13 AD: Design: Norman Gollin, Photo: Alex De 
Paola, Client: The Dreyfuss Co., 14 AD: Conrad 
Capune, Art: Merle Shore, Client: Fluor Corp., 15 
AD: Design: Saul Bass, Art: Phyllis Tanner, Client: 
Lightolier, 16 AD: Peter D’Addio, Art: Greta El- 
goard, Client: The May Co., 17 AD: Lowell Butler, 
Art: Merle Shore, Client: Westways Magazine, 
Agency: Automobile Club of So. Calif., 18 AD: 
Design: Robert Guidi, Art: Robert Guidi, Tri-Arts, 
Photo: Tom Tucker, Client: Golden West Broad- 
casters, Inc., 19 AD: Tom Sexton, Art: Tom Kami- 


fuji, Design: Tom Sexton, Tom Kamifuji, Client: Roma 
Wine Co., Agency: Foote, Cone & Belding, 20 
AD: Robert Guidi, Art: Neil Boyle, Tri-Arts, De- 
signer: Robert Guidi, George Kershaw, Client: 
Golden West Broadcasters, Inc. 








21 AD: Marvin Schwartz, Art: Jim Jonson, 
Client: Capitol Records, Inc., 22 ADs: 
Robert Guidi, Stan Freberg, Design: 
Robert Guidi, Photo: Tommy Mitchell, 
Art: Tri-Arts, Client: Butter-Nut Coffee, 
Agency: Buchanan-Thomas Adv. Co., 
Omoha, 23 AD: Design: Lyman Powers, 
Art: Kelly-Seltzer, Client: Sunkist Prod- 
ucts, Agency: Foote, Cone & Belding, 


24 AD: Frank Flis, Photo: Doris Pinney, 
Client: Carnation Co., Agency: Erwin, 
Wasey, Ruthrauff & Ryan, 25 ADs: Robert 
Guidi, Stan Freberg, Design: Robert 
Guidi, Photo: Tommy Mitchell, Art: Tri- 
Arts, Client: Butter-Nut Coffee, Agency: 
Buchanan-Thomas Adv. Co., Omaha, 
(Western Advertising Award for best 
campaign) . 


consider the whole... 
as communication 

“Art Directors would improve them- 
selves and their contribution to ad- 
vertising, | believe, if Advertising Art 
Exhibitions were more considerate of 
the whole ad, not just art or design 
but the effectiveness of the whole as 


a communication.” 
BILL TARA 


no gimmicks . . . 

“Interesting to see the important part 
that photography played in the show 
—a factual direct approach rather 
than dependency on gimmicks and 


trick techniques.” 
HUGO HAMMER 


let non-ADs judge... 

“Invite one or two men, copy men, 
researchers, etc., other than art di- 
rectors to be on the judging panel. 
Maybe their experience in judging 
a show such as this will make for a 
better relationship with the people 
we work with every day, especially 
if such a judge is a leader in his field. 
There is no doubt that the art direc- 
tor will come away with a better 


visual concept.” 
GENE KRAMER 


b/w photos lacking... 

“| don't wish to sound a negative 
note but | was aware of a complete 
lack of good black and white pho- 
tography . . . certainly past shows 
have been much stronger in this re- 


spect.” 
ROBERT WHEELER 


fresh, visual direction... 

“| think that one must recognize that 
‘good advertising’ —dollars and cents 
advertising—is not the criteria here. 
There has been a ‘sunny acre of 
good advertising produced in the IT 
Western States in the past year that 
you won't find in this exhibition and 
there are pieces included that would 
make a marketing man blanch. | 
can best sum up the content by not- 
ing That The Past Is Not Par For The 
Course, but rather the show recog- 
nizes fresh visual directions in what- 
ever category they occur. That they 
do occur, from surprising sources, 
and with delightful annual regularity, 
makes this Western effort worthwhile 


and meaningful.” 
JACK ROBERTS 
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in Chicago 








For letterheads— Neenah Paper Co.’s 
adouble theme !2 page booklet 

stresses good design, 
and relatively low cost of letterheads. 
Making the double point, designer Mor- 
ton Goldsholl’s theme is the flip of a 
coin. Booklet contains letterhead designs 
which are progressively improved. Free 
from printers, distributors. 





Foil prewraps for = Chicago’s Mogen 
yearround wine gifts David Wine 

Corp. _ intro- 
duced aluminum foil gift wrapped car- 
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tons for wine. Kaiser aluminum lami- 
nated foil, wrapped over a_ plain te 
paperboard shell, is colorfully printed J ae 


with designs suitable for all seasons. 


Product identity and government re- AG A 
quired copy are printed on cellophane Ad 


outer sleeve which removes easily, leav- 


ing gift pack. Designed and produced wh po” 2 | ft, 
by Kaiser, and Chicago Carton Co. oo . eS 
PALM + eS 





Edward H. Weiss & Co. programmed fd x 
. . ie FEL IK a 
extensive promotional and advertising v 155-87 E.OMTARIO ST: 
support. CHICAGO CA weinois PA 
Mo. 4. 7005 
Chicago dates 
March 4-6: Gravure Technical Assn., ae 


10th Anniversary Convention. Features 
first informative motion picture on roto- 


gravure, Key to Merchandising, a 28- ‘the GOUTCDEDGE fon cians anak 
minute color-sound film by United States ra NORedge ie ona om 








Productions in association with Film __beth are 
Counselors .. . April 13-17, AMA’s 28th steel drawing hoard edges 
Natl. Packaging Exposition, Interna- ; : 
tional Amphitheatre; AMA Natl. Pack- ior Gite SR SES veer See's Se 





aging Conference at the Palmer House, 











April 13-16. 
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in any language the best in typesetting 


There are many ways to say service. In 
typography they all mean the same thing— 
typesetting you can depend on for quality 
and accuracy. Entrust your next job to 
SERVICE Typographers and appreciate 


the difference it makes in your ad or mailer. 


SERVICE 


“where typesetting 
is still an art"’ 





TYPOGRAPHERS 





; INC. 
723 S. Wells St. - Chicago 7, Illinois - HArrison 7-8560 
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-LUCI 1 
31 Central Ave. * Newerk 2, M. J. 
| $485 and vp _ DEALERS: Choice Territories Open 











Philadelphia Art Supply Co. 


Philedelphia’s most complete stock of 
ert and drawing materiols. 
* Bourges sheets * Craftint 
* Kemort moterials * Zipatone 
* all graphic art supplies 


Send for ovr 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philedelphie 6, Penna. 
MArket 7-6655 * Prompt delivery service 











in 
Philadelphia 





For impact, old John Brown, 
engravings, new design TV Guide's 

national pro- 
motion AD, combined early American 
engravings and progressive color and 
design for series of 10 mailing pieces. 
The engravings are used as foils for 
cover and inside spreads. Art, Paul Sal- 
cito. Copy, ad promotion manager Jules 





Hoffman and writer John Meehan. 





Redesign for With too few younger 
younger market beer consumers, Old 

Reading Brewery de- 
cided to update their packaging and 
advertising. Pennsylvania Dutch motif 





awency © erwin wasey, ruthrauff and ryan. inc. 
client © outboard marine 


art irector ¢ michael! tacobucci 


Prone 





© george faragh 
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was ioned down and “Old” in brand’s 
title dropped after research showed 
these did not attract age brackets brew- 


ery wanted. Mel Richman Design 
Assoc. simplified graphic, color and 
copy. Roman lettering reversed on cir- 
cular field of blue; gold concentric 


circles around blue. 


Young water colorists 
at Alliance, April 3-29 


Painters of Pennsylvania, New Jersey 
and Delaware, living or working within 
60 miles of Philadelphia, may enter the 
April 3-29 exihibition, Watercolorists: 
18 to 30. Entries must be delivered un- 
packed to the Art Alliance March 3-7. 


Philadelphia clips 


The recently opened Decorative Arts 
Wing at the Philadelphia Museum of 
Art contains 15 galleries, holding ex- 
hibitions of Philadelphia 18th century 
furniture and silver, Pennsylvania Dutch 
pottery, and other important collections. 
Henry P. Mcllhenny is curator of decora- 
tive arts. Louis C. Madeira is associate 
curator and Beatrice Wolfe is assistant 
curator. Frances Lichten, research asso- 
ciate, author and artist, installed the 
Pennsylvania Dutch Art collection . . . 
Pictures for Fortune Magazine’s Wilcox 
and Wolford story were taken by Bernie 
Cliff. He also shot portraits of Bert Bell, 
president of the National Football 
League, for a recent New York Times 
Magazine section . . . And elsewhere . . . 

Mel Richman, Inc. has appointed 
Lewis T. Ford, Jr. to its design staff here 
and William A. England to the client- 
contact staff in the Wilmington office. 
Ford attended the Philadelphia Museum 
School of Art and has won two gold med- 
als and two silver medals from the Phila- 
delphia AD club for creativity in graph- 
ic, promotional and audio-visual art . . . 

Robert T. Grunenwald, now with the 
contact department at Gray & Rogers, 
had been with Westinghouse Electric 
Corp. . . . Richard M. Fischel, left post 
as sales promotion director at Erwin 
Wasey, Ruthrauff & Ryan here in Phila- 
delphia for agency’s London office, same 
position . . . Paul H. Tyson, left sales 
staff of SEP in Philadelphia for post as 
assistant to SEP’s general sales manager, 
thus filling the shoes of Albert R. John- 
son who moved up to become assistant 
to advertising director .. . New at N. W. 
Ayer, production dept.: William B. 
Reynolds, in the traffic bureau, and 
Carroll H. Sperry. Reynolds was in the 
ad dept., Camden Courier-Post, and Miss 
Sperry is a June 1958 graduate of Mt. 
Holyoke college, where she majored in 
history of art. € 
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Art, animation and Playhouse Pic- 
Ford, 3-way tv tures, Hollywood, 

in its fourth year 
of producing Ford tv commercials, takes 
art and the artist as theme for three 20 


ing of his 20 color prints of various 
wall surfaces in extreme close-ups. Ed- 
ward Steichen bought two of the pho- 
tographs for the Museum of Modern Art 
collection. Hailey’s aim: to “. . . explore 
the beauties of reality on an abstract- 
expressionist level.” He photographed 
on 8x10 Anscochrome with a Deardorff 
lens. Daylight and tungsten film with 
view camera using a 17 inch Goerz Artar 
filter changes allowed limited color vari- 
ations. Rapid Colorprint made Ekta- 
color internegatives. Newell Color Labs 
produced the 20x24 exhibition prints. 
Steve Madden designed the show at the 
California State Museum of Science and 
Industry, LA. Additional showings are 
planned. * 





second commercials and two IDs. Artist 
walks into gallery, easily copies land- 
scapes and sculptures. But when he 
comes to the Ford, he throws up his 
hands and shouts, “I just can’t do it!” 
Story and design, Sterling Sturtevant. 
Director, Bill Melendez. Animation, Jim 
Hiltz. 


RET HIN 
PRODUCT ILLUSTRATION 





BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 
WM, MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pl. Los Angeles 57, DU 54051 








GLENN OTTO 


advertising photography 


5913 HOLLYWOOD BLVD. 
HOLLYWOOD 28, CALIF. 





HO 2-4482 OL 3-5541 











CAMERA HAWAII 


Editorial & Advertising Ifustration 


Honolulu’s most versatile photographers 
directed by 


WERNER STOY 


Honolulu, Hawaii Cable: CAMHAWAI! 

















One from Los 


Amplifying nature— 
Hailey’s ‘selective eye’ Angeles pho- 
tographer Ja- 








son Hailey’s The Selective Eye, a show- 


SELL YOURSELF LOCALLY... 
Place an ad in 
Art Direction’s 
local news pages 
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the dramatically new Multi-Purpose 
Lamp that balances Incandescent 
and Fluorescent Light Sources! 


Trombolite solves your most de- 
manding lighting problem—how to 
get the right kind of light to your 
drawing board or easel! The exclusive 
blending of incandescent and fluores- 
cent light sources—used singly or in 
combination — produces more light 
... better light ... for all your artwork 
needs! Trombolite’s “Glide-Action” 
arm extends, stays put, tilts or rotates 
to any angle! Its multi-position reflec- 
tor head puts light where it’s wanted 
... directly on your working area. In 
Executive Grey, Sahara Tan, Tropic 
Green and Decorator Blue...with 
choice of mounting bases. Illustrated 
draftsman’s model FSD-200-TDM, 
list price, less lamps: $26.95. 


Please send me full information on Amplex 
Trombolite. 





Address 








Zone 





City 
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trade talk 


ART DIRECTORS CHICAGO: Frank C. 


Nahser, Inc. has 
named AD Ted Osterholdt vp ... Frank 
Sher from Earle Ludgin & Co. to Clinton E. 
Frank. Frank has expanded its Merchandise 
Mart offices by 5000 sq. ft. . . . DETROIT: 
John J. Snyder left Y&R for Western Family 
Outlook, news magazine launched last 
month . . . LOS ANGELES: Roy Hunt. now 
with Honig-Cooper, Harrington & Miner, had 
been with Anderson-McConnell and with 
West-Marquis Fashion AD Barbara 
Currey Wood was elected a vp at Carson/ 
Roberts . . . NEW YORK: Vincent di Gia- 
como, now AD Sproul Associates, a division 
of Noyes & Sproul, was senior AD at Ogilvy, 
Benson & Mather . . . New at Doyle Dane 
Bernbach is George Lois, who left AD con- 
sumer div. post at Sudler & Hennessey ... 
Daniel Loizeaux left Robert Otto for interna- 
tional department of MacManus, John & 
Adams where he is international AD and 
P.M. . . . Head AD at Franklin Spier, Irving 
Gruber is now also vp and director . . . Ritter, 
Sanford, Price & Chalek named William B. 
Finkle a vp .. . Victor P. Frost from Y&R to 
Needham, Louis & Brorby . . . John Kiely to 
F. P. Walther from Brooke, Smith, French & 
Dorrance . . . David A. Barba. recent Art 
Center School grad, now asst. AD at K&E... 
Harry Pesin, creative director of Rockmore 
Co., has written and photographed ‘My little 
brother gets away with murder!” in col- 
laboration with his son, 10 year old Alan. 
Layout by Bernard Goldberg. Perspective, 
Ltd., publishers. $2.50. . . . 


ART & DESIGN ATLANTA: Mead- 


Atlanta's Herb My- 
ers, director of graphic arts, chalked up 
another award when Fleet Owner magazine 
named M-A the winning company in its field 
for most effective use of color in truck de- 
sign. Awards committee included Fleet 
Owner AD Robert J. Tucker and AD Harold 
C. McNulty, BBDO . . . BOSTON: MIT profes- 
sor Gyorgy Kepes was a guest on the 
Boston University-WEEI series, The Creative 
Way ... CHICAGO: Wade Advertising pre- 
sented more than 100 examples of 1909 ad- 
vertising to Northwestern's Deering Library 
... At the Art Institute: Gauguin loan exhi- 
bition, through March 29; Dutch master draw- 
ings, April 3-May 26 COLUMBUS: 
World's largest geodesic dome,. R. Buck- 
minster Fuller's brainchild, will top the new 
headquarters building of the American So- 
ciety for Metals, at Metal Park near Cleve- 
land. Architect is John Terrence Kelly. North 


American Aviation, Columbus Div., will 
fabricate and erect the 250 ft. wide and 193 
ft. high dome . . . DETROIT: General Motors’ 
former head of car styling Harley Earl has 
reorganized his independent industrial de 
sign firm, Harley Earl Inc. of Warren, Mich. 
Now known as Harley Earl Associates, the 
company has named as design associates; 
David Bishop. head of graphics and pack 
aging; Craig Paul, chief of exhibits and in. 
teriors; exec vp James Balmer: and three 
product design studio heads, Samuel High 
berger, Paul Petlewski and Dominic Saporito 
. . » Buick Magazine's new format, developed 
by Evans-Winter-Hebb Inc. and the merchan- 
dising dept of Buick Motor Div., includes 
more but smaller pages—from 8¥2x8% to 5% 
x8 Y%4—and full color repros . . . DES MOINES: 
William J. Fultz. local AD club treasurer and 
layout artist for Better Homes and Gardens, 
had a one man show here recently : .. 
KANSAS CITY: Joseph Albers lectured on 
Color is Magic, at KC Art Institute and School 
of Design . . . LOS ANGELES: “Mom and 
Dad at Work” was theme of Hixson & Jor- 
gensen second annual children’s art contest. 
Winners were Kenny Lehman, Kim Jorgen- 
sen. Craig Jackson, Kim Sherman, Robin 
Sherman, Kathleen Duntley . .. MILWAUKEE: 
Jacobs-Keelan is a new ad art studio formed 
by Al Jacobs and Jim Keelan. Staff includes 
Matt Kastelic, Ben Wickman, Ralph Winter, 
Lois Ehlert. Studio will also rep several 
Chicago illustrators in Milwaukee area... 
At the Art Center: through June 25; Egypt of 
the Pharaohs; through March 12, Stedlijk 
Museum (Amsterdam) exhibition; March > 
April 3 Modigliani . . . MINNEAPOLIS: Art 
& Copy Overload opened new offices at 2100 
Rand Tower... NEW YORK: Alan Broder, 
formerly director of Kent Sfudios, is now 
studio manager of Archer Ames Associates. 
AAA has added space and expanded facili- 
ties at 16 E. 52 St. to include quality screen 
veloxes, copy prints and Flexichrome prints 
. .. Rapecis-Sipp has moved to 566 7th Ave. 
CH 4-3215 . . . Melbourne Brindle, Kenneth 
Thompson and Virginia Rowland, formerly 
repped by James M. Perkins, now by Frank 
H. Koste & Assoc. . . . Designer Sidney & 
Weitz. former exec AD at Nelda Publications, 
now heads his own studio at 17 E. 48 St.... 
George Podorson, now acct. exec with Hy 
Radin Associates, was a principal in Veit, 
Martin & Podorson art studio... Arthur 
Foster and Francis J. Barber were re-elected 
president and men’s vice president, respect 
ively, of Art Students League. Augusta M. 
Kelley was named women's vice president. 
Laura Palumbo, Maccabi Greenfield, Geol 
frey K. Mawby. Annette Fish, George Hicks. 
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and Robert Sticker are board members... 
Robert Lockwood designed Alaska Statehood 
airmail stamp .. . That Aeronaves De Mexi- 
co spectacular atop the Wurlitzer building— 
at a half city block long and 40 ft. high the 
world's largest Day-Glo painted bulletin— 
was recently repainted with slight design 
changes after lasting 9% months. Created 
by Douglas Leigh Inc. with AD Roy Cherwin 
of account's agency, Harry W. Graff . . . Dr. 
Robert L. Leslie of The Composing Room is 
chairman of AIGA Exhibition of Paperback 
Covers 1957-1959, to be held this fall .. . 
Type Directors Club adds James Halpin, PM 
and co-ordinator for art dept., RCA Records 
Div.; designer Peter Di Leo: type director 
Walter Stanton. JWT . . . At School of Visual 
Arts: through March 4, John Cabore, experi- 
mental fashion March 9-31, 
George Tscherny, layout and design. Gallery 
is open 10 a.m. to 9:30 p.m., Mon.-Thur., and 
10 a.m. to 3:30 p.m. Fri. . . . National Visual 
Presentation Assn. meets at Brass Rail, Sth 
Ave. & 43 St., noon, March 12, April 9, May 
14, June 11. For reservations, call Miss 
Schack, MU 2-2294 At the Modern: 
through March 15, 63 prints by Adam, Bon- 
nard, Corinth, Ensor, Kirchner, Klee, Matisse, 


illustration; 


Marjorie Philippe, George Shall. Tona Soglow 


















Munch, Picasso and Redon; through April 
19, Four New Buildings; March 11-May 3, 
Joan Miro . . . Packaging Institute plans its 
2lst annual national packaging forum for 
Nov. 16-18, Hotel Statler. Roy W. Abling of 
Merck, Sharp & Dohme is forum chairman. 
Vice chairman is L G. Nichol of Morningstar- 
Paisley, Inc. . . . Natl. Assn. of Transporta- 
tion Advertising will hold its annual meeting 
April 26-29 at the Greenbrier, White Sulphur 
Springs . . . For Dimensions 1959, a lecture 
series exploring interrelationships between 
the arts and lecturers’ fields, astronomer 
Harlow Shapley will speak on Galaxies and 
Goals, March 3; psychiatrist Theodore Reik 
will discuss Looking and Listening, March 17. 
At the Modern, 8:30 p.m. . . . Package De- 
signers Council will meet March 3 at the 
Kress store, 5th Ave. and 39 St. Workshop 
will be held on Designing Packages for 
Variety Stores. Chairman, Robert Zeidman. 
PDC. For reservations, call PDC at MU 2-1980 

. M. J. Baumwell, former president of 
Typographers Assn. of New York, in his 
keynote address at international convention, 
made these points: Trade customs defining 
typographer's rights include “type and lay- 
outs and dummies remain (typographer’s) 
property until paid for; all experimental work 
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trade talk 


and sample settings must be paid for; type- 
setter possesses a mechanic's lien on all cuts 
and other property of his customer until the 
job into which- they go is paid for.”. . . De- 
sign Associates Lid. has changed its name 
to Francis Blod Design Associates. Inc... . 
American Management Assn. plans an ori- 
entation seminar on packaging with poly- 
meric materials, May 25-27, and workshop 
seminars on “packaging the new product 
for maximum impact at retail,” May 46, 
“liabilities and legal aspects of packaging,” 
May 13-15, “package redesign,” June 1-3, 
‘cost reduction in packaging,” June 3-5... 
A&F Printing changed its name to Fenway 
Press, moved to enlarged quarters at 263 9th 
Ave. . . . Dr. Harold McCracken. director of 
the Whitney Gallery of Western Art of the 
Buffalo Bill Historical Center, Cody, Wyo., 
launched a search for a missing Frederic 
Remington painting depicting a cavalry 
charge. National Distillers will pay $25,000 
for the painting, and is using the search as 
part of its campaign for Old Sunny Brook. 
Lawrence Fertig is the agency ... “The 
Precious Gift of Time” is lavishly produced 
brochure graphically explaining Royer & 
Roger services. Series of R&R designed and 
produced poster mailings, lithographed by 


Weaver Organization on 80 Curtis Stoneridge 
Text, backs up the promotion . . . Arthur W, 
Butzow named PM of Ziff-Davis Publishing 
Co. He has been acting PM since retirement 
last year of the late Herbert J. Morganroth 
. .. OAKLAND: Kaiser Graphic Arts moved 
up Jack Galliano to creative AD, and Luther 
Linkhart to administrative AD. Newly added 
at KGA: illustrator Norman Nicholson, de 
signer John Condon. and layout man Jim 
Stockton . . . PHILADELPHIA: Buckley Organ. 
ization develops new art sources by circu 
lating two week exhibits by artists and stu- 
dios in special display area at the agency 
. . . Dinty Moore’s new home also houses 
his studio: 4220 Ferne Blvd. . . . Berman/ 
Steinhardt Studio designer Joseph Frassetia 
won a Gold Franklin medal as part of his 
Best of the Year award presented during 


Printing Week exhibit . .. An AD for many 
years, Sam Irving is now free lancing from 
8528 Michener Ave., CH 8-0246 ... At the 


Art Alliance: through March 8, Milton Avery, 
watercolors; Ben Wolf, oils; through March 
11, group exhibition; through March 22, Mar- 
garet Milliken, oils and caseins; through 
March 29, prints by college artists-teachers; 
March 3-27, Pennsylvania Guild of Craftsmen 
Members’ Exhibition . . . SAN FRANCISCO: 
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YOU CAN Free illustrated brochure tells 

how we published, promoted 

PUBLISH and distributed books for over 
3,000 authors under our 40%- 


YOU R royalty-subsidy plan, Nocharge 


foreditorial appraisal of your 
BOOK manuscript. All subjects 
welcomed. Write Dept. AD-3 
EXPOSITION PRESS / 386 4th Ave., N.Y. 16 





trade talk 


Jerome Gould, president of LA’s Gould & 
Associates, was guest speaker for S.F. Ad 
club’s Graphic Arts Day. AIGA exhibit 
Graphics in Packaging, sponsored by Zeller- 
bach Paper Co. during the week including 
Graphic Arts Day, included five award win- 
ning pieces by Gould . . . TOKYO: Tokyo 
Fair, May 5-May 22, will include an Amer- 
ican exhibit prepared by Peter Muller-Munk, 
Raymond Loewy. Walter Dorwin Teague. 
Henry Dreyfuss. Dave Chapman and the 
Industrial Design Dept. of GE... . 


DEATHS Christina Malman. 46, a cover 

artist for New Yorker for over 20 
years. A graduate of Pratt Institute, having 
won a Walter Scott Perry scholarship, she 
exhibited at the Metropolitan, the Modern, 
Cooper Union and Museum of the City of 
New York . . . Paul D. Brown, 65, artist/ 
writer/illustrator specializing in sports. .. . 


PHOTOGRAPHY !" Philadelphia, 


Herb Bird left Mel 
Richman for Harold M. Lambert .. . H. Mer- 
cer Sullivan named mgr. stock photo dept., 
Kaufmann & Fabry, Chicago : . . Illustrative 
photographer Harry Litof. formerly of New 
York and Detroit, now associated with Gom- 
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national in-store campaign 
for Scott Paper Co. Campaign 
was created by our designers 
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closely with Bill Wing, 

Scott’s promotion manager. 
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mi Studios . . . Todd Studios, St. Louis, added 
Jerome Wiggins. a technical photographer 
for 4 years at Air Proving Command, and 
Carl Duft. who's had several one-man shows 
in California . . . Norman Kurshan Color 
Service. now in third year of independent 
operation, enlarged Type C print produc- 
tion facilities and rented another floor at 
present address, 8 W. 56 St. . . . Partnership 
of Siegfried R. Gutterman and Meryl L. 
Darsey has been dissolved. Gutterman is 
now sole owner of the LA studio which re- 
tains Siegfried/Darsey name, remains at 
Carthay Circle . . 23rd Rochester Intl. 
Salon of Photography opens March 6 at 
Memorial Art Gallery, closes March 29. Pic- 
torial color prints section is included for 
first time. Charles G. Plomasen is exhibits 
director . . . April 1 is deadline for entries 
for PPA’‘s fourth annual scholarship. Course 
starts September at Rochester Institute of 
Technology. Details from Executive Mar., 
PPA, 152 W. Wisconsin Ave., Milwaukee 
... Third Annual University of Miami-ASMP 
Photojournalism Conference convenes at the 
university, April 22. Wilson Hicks and Morris 
Gordon are cochairmen .. . July 25, LA's 
Statler-Hilton are date and place for PPA’s 
convention and trade show. J. Edmund Wat- 
son chairs the local steering committee com- 
posed of Keith Cole, Judson Hawthorne, 
Danny Rouzer. Floyd M. Roberts and Roy 
Wolford . . . Infinity, ASMP journal, warns 
that original negs of great photographs con- 
tinue to be destroyed, suggests three-part 
program to remedy situation. See special 
issue (25¢) American Society of Magazine Pho- 
tographers, 1472 Broadway, NYC 36.... @ 


TV-FILMS Filmways. Inc.. in association 

with JWT, produced new high- 
fashion commercial for Ford's Galaxie line 
... Henry Untermeyer left CBS for Bandelier 
Films, Albuquerque, to head their San Fran- 
cisco office. He's been named vp .. . Robert 
J. Enders producing and Robert L. Friend 
directing Treasury Agent, another new series 
distributed by Independent Television Corp. 
Series is being filmed at MGM, Culver City 
and on location in Washington . . . Enders 
is also producing The Best of the Post, for 
ITC distribution . . . Ethan M. Stifle. mgr. 
east coast div. motion picture film dept., East- 
man Kodak, told Radio & Television Execu- 
tives Workshop of motion picture film advan- 
tages in production and presentation of tv 
programs. He emphasized color-film’s capa- 
bilities, production flexibility, portability and 
availability . . . David Elledge. now tv AD 
at Ogilvy, Benson & Mather, came from 
B&B . . . Quartet Films moved to 5631 Holly- 


wood Blvd., Hollywood 28 . . . Animation. 
Inc. is now in new studio at 736 N. Seward 
St., Hollywood... . ® 
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almed design 
(continued from page 36) 


reinforce each other in a coherent man- 
ner. Third, symbols can be progressively 
evolved from one stage of development 
to another. A glass product, for example, 
which empathically contains a great deal 
of “suspicion”, as found in one study, 
can be progressively altered to commu- 
nicate ‘‘trust”’. 

The field of visual communication is 
yirtually unexplored. Intensive investi- 
gation here would be rewarding from 
both a pure and an applied point of 
view. The pure aspects would expand 
our present knowledge of communica- 
tion immeasurably, and the applied as- 
pects would help produce a “design lit- 
eracy” in all areas where visual percep- 
tion is an important consideration. * 


business tax 


(continued from page 64) 


b. consider the accessibility of this 
proof in the form of docu- 
ments and expert witnesses, 
and, 

c. evaluate the probability of the 
success of his cause. 

Although most taxpayers should and 
will proceed with a formal hearing, 
very few are adequately prepared for 
this meeting with the State Tax Com- 
mission. Unfortunately, too many tax- 
payers approach this hearing with a 
lackadaisical attitude, thereby practical- 
ly conceding defeat before they enter 
the hearing room. 

The taxpayer must bear in mind that 
this formal hearing is a quasi-judicial 
function of an administrative agency. 
Few realize that if the taxpayer's case 
goes to court, this formal hearing is the 
last opportunity he will have to present 
his case by his own testimony, the 
testimony of his expert witnesses, and 
by the introduction of documents, etc. 
This entire evidence will become an 
integral part of the printed record, 
upon which must be based the decision 
of the Commission and the later review 
by the courts. 

Before any case may be reviewed by 
the courts, it must be shown that the 
taxpayer took advantage of and exhaust- 
ed all of the legal rights and remedies 
granted to him for the review of his 
case within the administrative agency. 
To do this, the taxpayer must go 
through the informal and then formal 
hearing to afford the State Tax Com- 
mission ample opportunity to modify or 
Teverse its earlier decision. Only when 
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This redesigned version of an ancient 
Clarendon cut has been produced by 
the Haas Typefoundry in Switzerland. 
Clarendon, unlike many other type 
faces has won immediate and wide 
acolaim in the typographic world 
both in Western Europe and in the 
United States and Canada. 
Available from your leading importer 
of European types: 
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tax. 


the court is shown that the aggrieved 
taxpayer has exhausted all of his reme- 
dies before the State Tax Commission, 
will the court take the taxpayer's case 
before it for full judicial review. 

The court will not accept new evi- 
dence or witnesses which could have 
been presented at a prior hearing be- 
fore the Tax Commission. The tax- 
payer must present his entire case at 
the agency level. Hence, we see that 
the taxpayer cannot “wait until his case 
goes to court” before he presents his 
entire evidence. He must do so at the 
formal hearing stage or forever be silent. 
It is only the testimony produced at 
this stage, in conjunction with evidence 
introduced at the informal hearing, 
which may be reviewed by the court. 
In a case recently handled and sub- 
mitted by the authors, over 150 type- 
written pages of testimony were pro- 
duced at the formal hearing by the tax- 
payer and four expert witnesses, along 
with over thirty exhibits. All were sub- 
sequently digested in a “brief” or “mem- 
orandum of law” prepared by counsel 
analyzing the prior court cases in the 
light of the evidence submitted in an 
attempt to prove the taxpayer’s con- 
tention.) 


court review & stare decisis 


If the taxpayer's contention at a formal 
hearing is again denied, he has an op- 
portunity to appeal to the courts for a 
review of his case. All cases of this 
type are acted upon by the Appellate 
Division of the Supreme Court of the 
State of New York. 

After the formal hearing, and before 
court review, a memorandum of law 
should be prepared by taxpayer's coun- 
sel, with the aid of the certified public 
accountant. The purpose of this memo- 
randum is to clarify and present the 
issues to the court for its consideration. 
This memorandum will present an 
analysis of other decided cases with the 
comparison made between the case un- 
der consideration and the cases offered 
as precedent. 

Under the legal doctrine of “stare 
decisis”, a court considering a case be- 
fore it is bound by prior court rulings. 
Where the taxpayer can convince the 
court that his situation is similar to a 
prior case decided in favor of an object- 
ing taxpayer, the court will then be 
bound to render a similar decision. 

This doctrine does not apply to prior 
administrative decisions or rulings as 
was indicated by the celebrated “Komis- 


arow” case of several years ago. (!) In 
this case, an artist was granted an ex. 
emption from the Unincorporated Busi- 
ness Tax, he being deemed to be a 
professional. The State Tax Commis 
sion has apparently refused to recognize 
this case as binding upon subsequent 
cases of other artists falling into a simi- 
lar category. Since the Komisarow de- 
cision was not rendered by a court, it is 
not binding on the courts considering 
subsequent cases, nor is it binding upon 
the State Tax Commission which may 
change its policies at any time. 

If the taxpayer is again denied an 
exemption by the Appellate Division, 
his only recourse is to the highest court 
of the State of New York . . . the 
Court of Appeals. Permission for re- 
view must first be obtained from this 
court, before further review may be 
had. It is to be noted here, that to the 
author’s knowledge, of the more than 
two dozen reported court cases where 
an appeal was taken from the ruling 
of the Commission, only three cases 
were decided in favor of the taxpayer. 
The decision in all of these three cases, 
rendered by the Court of Appeals, now 
provide some favorable precedent avail- 
able to the contending taxpayer. 


why all this fuss? 


The New York State Unincorporated 
Business Tax is only 4% (temporarily 
reduced to 3%) of income, after certain 
deductions, with the tax amounting to 
approximately $200.00 per year on an 
income of $15,000.00. Its cost is further 
reduced to the taxpayer because of the 
deduction allowance for this tax per- 
mitted against his federal income taxes. 

Many persons are aware that they can 
incorporate and avoid this tax by the 
payment of a corporate tax on net 
profit after salaries. The current prac 
tice is to draw out virtually the entire 
profits of the corporation as salaries and 
avoid any but the minimum tax of 
$25.00. 

Then, why all this fuss? 

Apparently, artists and other non 
recognized professionals feel that this 
is their fight of “principle” and not 
“principal”. Those affected by this tax 
know that to pay the Unincorporated 
Business Tax or to attempt to avoid it 
by the payment of the smaller corpora 
tion franchise tax, is an acknowledge- 
ment that they are not engaged in @ 
profession. With this in mind, one can 
readily see why the artist will not easily 
give up in his efforts to retain for his 
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vocation the status of a profession. 


the analysis and interpretation 
of the tax law 
Tax Law, Article 16-A, Section 386 
. ‘unincorporated business’ . . . 
(shall) exclude the practice of 
law, medicine, dentistry, archi- 
tecture which under existing law 
cannot be conducted under cor- 
porate structure, and any other 
case in which more than eighty 
per centum of the gross income 
is derived from the personal serv- 
ices actually rendered by the in- 
dividual or the members of the 
partnership or other entity in the 
practice of any other profession 
and in which capital is not a ma- 
terial income producing factor.” 

A thorough dissection of the above 
tax statute, using the words of the 
statute rearranged slightly for simpler 
presentation, leads us to the three basic 
conditions to be met by the taxpayer 
to obtain an exemption under this law. 

He must prove that he is, 

A. in the practice of any other 
profession (other than the enu- 
merated professions), where 

B. more than eighty per centum 
of the gross income is derived 
from the personal services actu- 
ally rendered by the individual 
or the members of the partner- 
ship or other entity, 

C. and in which capital is not 
a material income producing 
factor. 

A further analysis of the above sec- 
tion of the Tax Law, presented for 
application by the reader to his own 
personal problem and deliberation, is 
set forth in the balance of this article. 


a. the practice of a profession 

The most litigated, and in most in- 
stances, the only questioned point in 
the reported cases dating back to the 
earliest court case decided in 1939, in- 
volves the question of whether the tax- 
payer is engaged in the practice of a 
profession. 

Although dictionaries have defined 
the word “profession” under the theory 
of Stare Decisis, supra, the courts and 
the administrative agency, the New York 
State Tax Commission, in their defini- 
tion of the word, can only be bound by 
decisions in earlier cases in this State, or 
be influenced by decisions in other juris- 
dictions, when a precedent cannot be 
found in this State... 

Some definitions which have been 
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tax 


adopted and sanctioned by the courts 
of the State of New York are: 


in 1940, 
“service rendered . . . requires 
knowledge of an advanced type 
in a given field of science or 
learning gained by a prolonged 
course of specialized instruction 
and study. Such a requirement 
we regard implicit in the term 
“professional” when given its 
legal application and it is read 
in its content in the statute here 
involved.” (?) 

in 1941, 
“The word (profession) implies 
professed attainments in special 
knowledge as distinguished from 
mere skill. A practical dealing 
with affairs as distinguished from 
mere study or investigation; and 
an application of such knowledge 
to uses for others as a vocation, 
as distinguished from its pursuit 
for its own purposes.” (*) 

and again in 1944, 
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“In general, it may be said that 
a profession includes any occupa- 
tion or vocation in which a pro- 
fessed knowledge of some depart- 
ment of science or learning is 
used by its practical application 
to the affairs of others, either 
advising, guiding, or teaching 
them, and in serving their in- 
terests or welfare in the practice 
of an art founded on it. The 
word (profession) implies attain- 
ments in professional knowledge 
as distinguished from mere skill, 
and the application of such know- 
ledge to uses for others as a 
vocation.” (*) 

In the cases subsequently confronting 
the courts of this state, the above defini- 
tious have been repeated in toto, digest- 
ed, reafirmed, and have been, and will 
continue to be given numerous inter- 
pretations in the best interest of justice. 

The analytic development of the legal 
definition of the word “profession” now 
lends itself to three questions which 
must be borne in mind in determining 
whether the activities of a taxpayer are 
deemed to be activities carried on in the 
practice of a profession. 

One must consider 
ments of 

(1) knowledge of an advanced type 
in a given field gained by pro- 
longed specialized instruction 
and study, 

(2) professed attainments, as dis- 
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tinguished from mere skill, and 

3) practical application for others’ 
use as distinguished from pur- 
suit for its own purposes. 


(1) knowledge of advanced type 
The court decisions, for a time, without 
following a consistent pattern, have in- 
timated that a college degree is required 
in a field as prerequisite to classifying 
that field as a profession. (°) 

Although neither of the successful 
taxpayers in the three leading court 
cases of Teague, Geiffert and Voor- 
hies (*) had degrees, the court found 
that college degrees were now being 
given in the activities engaged in by 
the respective taxpayers. The court 
solved the riddle of “which came first, 
the chicken or the egg?” when in the 
Teague case it stated, 

“The graduates from the universi- 
ties, institutions and schools who 
will have scholastic degrees as in- 
dustrial designers, doubtless will 
be regarded as professional men. 
It is paradoxical that petitioner 
and his present associates now 
engaged in the field, who are 
lecturing in these courses and 
teaching these students should be 
classified otherwise.” (7) 

A very thorough survey of art educa- 
tion in the United States was made in 
an excellent article on “Taxes, Profes- 
sional Status, Art Education” by Dr. 
George McNeil. (*) After developing the 
growth of art education to the present 
day, he showed the very closé tie-in 
between formal art education and the 
professional status of an artist as they 
are related to each other and to the 
Unincorporated Business Tax. 

At first, scattered courses in art were 
given which in turn formally developed 
into the professional art schools. To 
obtain additional prestige, these art 
schools added a year to their three 
year art curriculum in order to grant 
degrees in Bachelor of Fine Arts or 
similar titles. Of recent date, it appears 
that with the complex problems of art 
and design, some schools are already 
extending their curriculum to a five 
year program as is being done by some 
schools of engineering and architecture 
throughout the country. 

The recent trend of formalizing edu- 
cation with the addition of liberal arts 
courses to the existing professional art 
school curricula leading to degrees, may 
apply to almost any unrecognized pro- 
fession seeking to obtain its respected 
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professional status in the eyes of the 
State Tax Commission. 

Apparently, the courts didn’t require 
degrees of Teague, Geiffert and Voor- 
hies in determining that the activities 
they were engaged in were those of 
a profession. Presumably, therefore, it is 
conceivable that anyone engaged in any 
of these three vocations of industrial 
design, landscape design, or orchestra 
leader and arranger, would be consider- 
ed a “professional” although he did not 
possess a college degree given in any of 
these professions. The qualification of 
the vocation, rather than those of the 
individuals, are the determining factor 
in classifying a vocation as a profession. 

Further concrete indications of this 
conclusion are those of the practice of 
law and architecture which are recogni- 
zed as professions and yet it is possible, 
today, for one to become a member of 
either of these professions without ever 
obtaining a college or advanced school 


degree. 

(2) professed attainments — 

practical ar plication 

The three major court cases favoring the 
exemption to the taxpayer, supra, each 
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set forth in detail the activities of the 
taxpayer which included participation 
in professional societies, honors awarded 
for professional achievements, writing 
of books and articles, and lecturing at 
colleges, institutes, and before other 
groups. 

Dr. McNeil, in his article, repeatedly 
emphasizes that art, as a profession 
should be devoted to the public service. 
In keeping with this attitude of “prac- 
tical application for others”, he recogni- 
zes the responsibility to the public and 
advocates selective admittance into art 
schools, colleges and professional socie- 
ties, and the continuous development 
of art and collection of organized know- 
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ledge for the benefit of the public. 
Of the cases analyzed in the light of 
the definition of “profession”, the Voor- 
hies case, decided in 1954, appears to be 
the weakest of the three cases which 
favored the taxpayer, which may very 
well mean the start of a trend of a 
more liberalized view favoring the 
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artist taxpayer in the foreseeable future. 


b. income derived from personal services 


As stated previously, this phase of the 
requirements for exemption and the 
one to follow are rarely questioned or 
considered to any great extent. Never- 
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literally with the law or we may find 
a situation wherein the taxpayer has 
won his moral victory by obtaining his 
professional status, but due to his fail- 
ure to comply with this condition or 


the requirement concerning invested 
capital, discussed below, he may obtain 
the distinction of being the only re- 
cognized artist professional paying the 
Unincorporated Business Tax. 

The statute requires that more than 
80% of the taxpayer’s gross income be 
derived from personal services rendered 
by him. 

“Gross income” implies all receipts 
from the activities of the taxpayer, ex- 
cept reimbursed expenses. The defini- 
tion would include fees accruing to the 
taxpayer for services performed by him 
personally, or by those in his employ 
under his supervision and control. 

At first glance, the statute implies 
that personal services must actually be 
performed by the taxpayer.(*) The 
Teague case, supra, clarified this point 
when it gave Teague an exemption 
though he obviously had a staff of de- 
signers doing work under his direction 
and all the work produced could not 
have been personally performed by him. 


¢. capital — a non-income producing factor 
An example will best illustrate, to the 
unsuspecting taxpayer, the “pitfall” in 
volved in this phase of the Tax Law. 

Let us compare two artists whom we 
shall assume to be considered profes- 
sionals and who comply with the above 
two conditions of the Tax Law. 

Assume that Mr. Jones designs ad- 
vertising displays and exhibits and ob- 
tains his income from layout and de- 
sign. He is not using invested capital 
in his business since he may conceivably 
work with few art materials in a small 
office or at home necessitating no sub- 
stantial outlay for expensive machinery 
or equipment. In this instance, capital 
is not an income producing factor and 
Mr. Jones would be exempt from the 
tax. 

On the other hand, assume Mr. Baker, 
also a designer and artist, but rather 
than just design, has a studio with ex- 
pensive woodworking and metal fab- 
ricating machinery, a type shop, silk 
screen process equipment, etc., used to 
produce the finished models and dis- 
play materials designed by him. Here, 
Mr. Baker is using substantial invested 
capital as an integral part of his busi- 
ness, because without this capital, he 
could not complete and produce his 
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comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
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phy and an index. $15. 


164. Rendering Techniques for Commercial Art 

and Advertising. Charles R. Kinghan. 
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PRODUCTION 


138. Type Identification Chart. A complete type 

chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


178. Production in Advertising and the 

Arts. David Hymes. Concise text on the sub 
ject, including all the areas involved from adver. 
tising art to paper, printing methods, inks, and 
lists of terms and definitions, copyfitting tables, 
samples of paper (printed), sections of typefaces 
from Linotype, Intertype, Ludlow. $8.75. 


184. Streamlined Copy-Fitting. Arthur B. Lee, 

Plastic-bound, printed in two colors, this 
enlarged edition (68 pages) has direct visual con 
trol of copy casting—all scales needed for copy 
fitting in precision die-cut Vinylite type casting 
gauge. Complete double index shows lower case 
faces in one 28-page section, caps and small caps 
in another 28-page section. $5.95. 


TELEVISION 


173. Television Production, the TV Handbesk 

and Dictionary. Harry Wayne McMahan. 
Working tool explaining 16 basic operations in 
tv, and language of the field. More than 200 
terms defined. Chapters included on live Ww, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 


GENERAL 


174. Photomechanics and Printing. J. S. Martle 
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tax 


ideas as the final product of his busi- 
ness entity. If Mr. Baker reports his 
combined income from the art and de- 
sign and production phases of his busi- 
ness under one business entity, then 
capital would be an income producing 
factor and he could not, therefore, ob- 
tain an exemption under the Unin- 
corporated Business Tax. He does not 
meet the requirement of “capital not 
being an income producing factor’’. 

It will appear to the tax conscious 
reader, that competent accounting and 
legal tax counsel may avoid this pitfall 
with proper planning and initial orga- 
nization set-up, such as dividing into 
separate and distinct business units, the 
various phases of Mr. Baker's studio 
operations. 


what the future holds 


Unfortunately, the State Tax Commis- 
sion has not taken any definite affirma- 
tive stand in favor of the taxpayer since 
the court decision of 1954 in the Voor- 
hies case, supra. 

There are several cases pending be- 
fore the Commission for more than one 
year, some of which involve clients 
represented by the authors. No doubt, 
the long delay of the State Tax Com- 
mission in rendering its decisions in 
these matters is due to the careful and 
considerate evaluation of all the evi- 
dence presented at the formal hearings. 
We, of the art profession, can only hope 
that the Commission will emerge with a 
fair and adequate set of rules to guide 
itself in giving formal recognition to 
the artist as a professional. 


appendix 

(?) Art Direction Magazine, January, 
1957, page 45. 

(?) Tower v. State Tax Commission, 282 
N. Y. 407 at page 412. 

(3) Teague v. Graves, 261 A. D. 652, at 
page 655. 

(*) Geiffert v. Mealey, 293 N. Y. 583, at 
page 586. 

(5) Teague v. Graves, 261 A. D. 652 at 
pages 656, 657. 

(*) Teague v. Graves, 261 A. D. 652, af- 
firmed 287 N. Y. 549. Geiffert v. 
Mealey, 293 N. Y. 583. Matter of 
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any quantity of any copy—in one to four 
colors—up to 16” x 20”. We make these 
Color Stats and Black-and-White Photostats 
in Philadelphia, day and night . . . an- 
other Progress-Hanson-Progressive Group 
service. Write or phone any Progressive 
office for Color Stat details and prices. 


PROGRESSIVE 
COMPOSITION COMPANY 



















see® 


Sth & Sansom Sts. ‘=? Philadelphia 7, Pa. 
Fs 
PHILADELPHIA S WAlnut 2-2711 


NEW YORK MUrray Hill 2-1723 
NEWARK MArket 3-5334 
WILMINGTON OLympia 5-6047 
LANCASTER EXpress 4-1675 
BALTIMORE SAratoga 7-5302 
WASHINGTON EXecutive 3-7444 
RICHMOND Milton 4-2771 











PROFESSIONAL 
LETTERING 
TECHNIQUE 
Write for literature 
The Stik-a-letter Co. Rt. 2 - Box 286, Escondido, Calif 





Voorhies v. Bates, 308 N. Y. 184. 

(7) Teague v. Graves, 261 A. D. 652 at 
pages 654, 655. 

(*) Art Direction Magazine, February, 
1956, page 54 et seq. 

(°) New York State Tax Law, Article 16- 
A, Section 386. . 





Kurt H. Volk, Inc. 
TYPOGRAPHERS 


228 East 45th Street 
New York 17, N.Y. 













































BOMAC DIRECTOR 





LEONARD MYER 


The election of Leonard Myer to the Board 
of Directors of Bomac Montreal Ltd. is 
announced by C. H. McNellen, President. 


United States before joining the Bomac 
creative staff in 1946. In 1952 he was 
appointed Senior Art Director of the firm. 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


N. Y. Central Supply Co. 
Complete stock * Prompt service * Open Sat. 
62 - 3rd Avenue, nr. 11th St., N.Y¥.C GR 3-5390 


COLORSTATS 


Ralph Marks Color Lobs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 


344 E. 49 St.,. N.Y. C. 17 Ei 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 


Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 


Murray Levy 
Fast, clean, accurate. Multi-color separations. 
299 Madison Avenue, NYC 17. MUrrayhill 2-4979 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouchec, duplicated 

112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service 
24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N. Y. 17 MU 7-2595 


Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Call Norman Kurshan directly at 


8 West Séth St., N. Y. 19, N. Y. JU 6-0035 


PHOTO SERVICES—8&aW 


Modernage Photo Services 
Two Laboratories: 

319 E. 44 St. 

Prints for reproduction in grey-scales to meet 
exacting requirements of all printing processes 


480 Lexington Ave. 


@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour ond day 


Call Raiph Baum LExington 2-4052 


PROOFREADING, EDITING 


Lasky Associates 

Authoritative, objective reading on manuscript 
and proof. Catalogs, brochures, technical books 
and bulletins. We find al! the mistakes. 

131 W. 23rd St., N. Y. 11 CHelsea 2-667§ 


RETOUCHING 


Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 


10 W. 33rd St., N. Y. C. PE 6-6850 
Color Transparency Retouching Studio 

Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. ¥. C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 5th Ave., N. Y. 36 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N. Y. C. MU 5-7258 


Tulio Martin Studios 
Transparencies 
58 W. 57th St., N. Y. 19 


Frank Van Steen . 
Color Retouching. 
370 Lexington Ave., N. Y. C 


Cl 5-6489 


LE 2-6515 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
¢ Visual Aids * Promotional Material * Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 


Rapid Art Service, Inc. 

Creative Art Studio Silk Screen ¢ Typesetting & 
Letterpress ¢ Bookbinding * Charts and Maps ® 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 

304 E. 45th St., NYC 17 MUrray Hi!l 3-8215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 

Midtown's largest silk screen shop 

highest quality — fastest service 

304 E. 45th St., NYC 17 MUrray Hill 3-8215 


STULL LIFE 
Sidney Gold 


Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography—Specializing in Cats & Dogs 
Box 237, Huntington Station, L. |. HAmilton 7-8260 
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Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 





INDEX TO ADVERTISERS 








Underwood name. 
319 East 44th St., N. Y. 17... . MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 


Underwood & Underwood News Photos, Inc. 

Ail subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 

3.W. 46th St., N. Y. C. 36 JU 6-5910 





TELEVISION SERVICES 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 Cl 5-6781 


National Studios 


Hot Press, Slides, Telops, Animatics, Flips, etc. 
42 W. 48th St., NY 36, NY JUdson 2-1926 
TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y. JUdson 2-0100 


CLASSIFIED 


ASSISTANT ART DIRECTOR, book publishing. 
Good background in typography and design. 
Art school graduate preferred. Send complete 
resume and salary desired. Box 5000, Art Direction, 
19 W. 44th Street, New York City 36. 


ART STUDIO SALESMEN for one cf New York's 
leading creative art studios. Paying among the 
highest commissions in the industry. If you can sell 
it's up to you how much you can earn. Openings 
in New York and mid-west territories. Box 5001, 
Art Direction, 19 West 44 St., NYC 36. 


DESK SPACE. Art Studio in Grand Central area has 
desk space available in light air-conditioned 
office for artist or smoll 2 or 3 man art studio. 
MUrroyhill 7-8824. $25.00. 


TOP COLOR RETOUCHER, Flexichrome, B/W let- 
tering. Now on national accounts. Desires space 
arrangement with guarantee. GI 7-7390. Box 3004, 
Art Direction, 19 West 44th St., New York City 36. 


AMBITIOUS ART DIRECTOR or artist, all-round, 
to create art department of expanding public re- 
lations office. Participation in firm possible. Write: 
Gilbert Waters Associates, 12 S. Pineapple, 
Sarasota, Florida. 











A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 


WEW YORK STATE EMPLOYMENT SERVICE 
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For Artists’ Needs 
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E. H. & A. C. FRIEDRICHS CO. 
Artists Materials Since 1868 


40 EAST 43rd STREET 
Murray Hill 2-2820 


In 140 WEST 57th STREET 
New York Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


I H. Taws, Inc. 
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Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 19 W. 44th 
St., NYC 36. 
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a monthly feature 


me DIRECTI ONS 


~OC) ON 


by Stephen Baker | 


why aren’t more art directors made vice presidents? 


Most agencies have at least one vice 
president per twenty-five square feet; 
in New York, where office space comes 
high, the density may be even greater. 
Almost anybody who has passed age 
twenty and maintains a job other than 
receptionist has a fair chance of being 
endowed with the title of vice pres- 
ident in an advertising agency. Perhaps 
the day will come when receptionists 
will be made vice presidents, too, mak- 
ing it possible for clients to be ushered 
in by true-blue vice presidents. 

Plentiful as the titles are, however, 
there seem to be few left over for art 
directors. A recent check among 3,000 
agencies revealed that less than 180 art 
directors were able to tag “V.P.” after 
their names — about six out of every 
hundred. 


This is an interesting circumstance, 
and a little frightening. Talent in the 
art department can have a profound ef- 
fect on an advertising agency's success; 
the looks of an agency's advertising goes 
a long way in establishing its creative 
reputation and attracting new business 
prospects. Art directors play a mighty 
part in making campaigns come off. 
Without good art directors, the agency 
will fumble, just as it would if it tried 
to get along without copy talent. 

Yet, the tendency is to hand out vice 
presidencies to account executives and 
writers and marketing men, rather than 
art directors. 

It seems that, in spite of all the earn- 


est horn-tooting done by such worth- 
while organizations as the Art Directors 
Club, the prestige of art directors — if 
the VP statistics are any indication — 
is still too low. Certainly too low for 
the part art directors play in advertising. 

Part of the blame, of course, rests 
with art directors; it’s more fun to sit 
at the drawing board and draw pictures 
than attend meetings and explain works 
of art to people. But this is only part 
of the story. No doubt, many art di- 
rectors find they have little choice in 
the matter — by tradition they are 
restricted to performing only certain 
duties and no others. 

They are not always in a position to 
express themselves where it counts — 
and this means at the client level. 
Agency managements find it hard to 
accept the fact that an articulate art 
director can be just as useful sitting 
down to meet with the client as sitting 
down to do a layout. 

Art directors are still looked on by 
many agency people as skilled craftsmen 
who understand pictures and little else. 
Those who, by tradition, are “supposed” 
to talk to clients, are given the titles — 
while buried in the art department 
might be a man who just happens to be 
an excellent persuader. 

We hope the day will come when art 
directors are invited to top level dis- 
cussions more often, with their presence 
there as important as it is now at the 
drawing board. In the agency business, 
this seems to be the way to immor- 
tality. * 








